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The fresh ideas for selling silverware are coming from Holmes & Edwards 


This ingot symbolizes DeepSiiver's difference: extra silver all over pius iniays of sterling at table touch points of most-used forks and spoons 


3 months old and a solid success: No other silverplate pattern meets your needs as squarely as new 
“Silver Fashion."’ Not only because it's the romantic, richly carved pattern women want today, but because 
it’s the right pattern in the right medium: new DeepSilver! Only DeepSilver gives you an exciting, 
compelling sales story for the big market... the middle millions who want luxury within reason. If you’re 
not yet an authorized DeepSilver dealer, contact Holmes & Edwards’ DeepSilver Division. 








Holmes & Edwards new concept in silverware: 


DeepSilver 











The international Siiver Company, Meriden, Conn 









Shecialists ti... — = 


Haney qi § Piamonds 


Right in the heart of the European market we 









have our own offices constantly combing 






the markets to bring you the best values 






in fancy cut diamonds available. That is 






why hard to find diamonds are always in 






stock at William Levine with prices that é 






defy competition. Marquises, emerald 






cuts, pear shapes, triangular cuts and 






heart shapes...all colors every quality 






in the sizes you want, to be shipped 






to you on memo at once. 












T7116 ° ~ 
William lLevine Company 
IMPORTERS AND CUTTERS OF FINE DIAMONDS 


29 East Madison Street ° Phone CEntral 6-3700 ° Chicago 2, Illinois 
Branch Offices: New York ° Antwerp 
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dj tndman 


WHOLESALER 


#4 


Meet Mr. Edward L. Endman of Pacific Jewelers Supply Company, Los Angeles, 
California; distributor of Duet Custom Set rings. The twinkle in Ed’s eyes reflects his 
pleasure with the sales of Duet Custom Set rings to his retailers. He is obviously enthu- 
siastic with the re-orders he’s getting — the one sure sign that his retailers are happy 
too. Which makes it unanimous for everyone... except, possibly, YOU 


We would he pleased {0 send YOu the nare of your Duet Custom Set distributor 


i a 
Ghul Vudslom Yt the diamond-saver ring 


@ SET CENTER STONES in seconds WITHOUT PREVIOUS EXPERIENCE 

® MAKE ON-THE-SPOT REMOUNT SALES. 

® SHOW A LARGER SELECTION OF STYLES and at the same time SAVE EXPENSIVE 
DIAMOND INVENTORIES. 






KUSHNER & PINES, INC. 15 West 47th Street, New York 36, WN. Y. 
ee 
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Palladium profit pointers... one of a series 


Palladium is MODERN 


_ and its gleaming whiteness is always in style! 


Smart! White! Beautiful forever! esides being beautiful and smart, palladium’s 
That's palladium.,.sister metal of platinum, New- — whiteness has another important advantage for your 
est of precious metals. customers. Its sparkle brings out all the fire of a 
Palladium’s natural gleaming whiteness is popular diamond. Actually makes a gem appear larger. 
with women...smart to wear. Recent surveys show You ll find it smart, too...and profitable...to fea- 
that young women prefer white jewelry. ture jewelry in modern all-precious palladium. 


Palladium is modern... white... light... strong D lladiu {| 


_all-precious ... easily worked ... nationally advertised. 


* Pres crh onwtes w tree Pi sttivias 3 sg 


PLATINUM METALS DIVISION © THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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KARLAN & BLEICHER’S 


marvelous 
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diamond 
settings 


Mow... in your choice of these ¢ Shaped if 
We now offer you further advancements in “Spectaculight” ...the new development 
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that utilizes melee to enhance, enlarge and magnify center diamonds and creates effects <7"! 
that open a whole new field of diamond merchandising. Te 





























No. 195 





No. 1346 
Circle of 10, 11 or 12 melee 
sround center diamond re- This 





sults in effect of four times 


actual size. 2 top styles; one size 
in 5 sizes, one in 4 sizes. center | 4 - looks like large 
Pat. Pending "==. with these melee --~ ROUND diamond 





























True heart appearance is cre- 
ated by new use of eleven This 
melee surrounding center size 
round diamond. 3 sizes. 

center _ 


Pat. Pending 



























Round center diamond and 


sixteen melee are so ar- This 

ranged as to appear to be a : 

single marquise stone. 2 sizes. size 
center 


Pat. Pending 






138/47079 

































No. 139 


Center round stone and 13 

melee combined to produce This 
a true pear-shaped appear. sive 
once. 3 sizes 


center __ 








No 
139/ 47067 





Pat. Pending 
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PEAR-SHAPED diamond \ 







Creators, Designers and Manufacturers ~ 
of “Perfect Ring Findings” 


sence MANDAN & DLELOHER IN. 
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harry 8. Widmenn, Your Specialist 


the man from Gibraltar ... 


is your specialist in eultured pearls! 


He has the perfect prescription for your every cultured 
peorl need. All sizes, qualities, colors, weights . . . he 
knows cultured pearls inside and out! His practice in- 
cludes wholesalers, retailers and manufacturers through- 


out the country! 


Enjoy the services of an expert . . . make an appoint- 
ment for your complete cultured pearl check-up now. 
Call Doc” Harry B. Widmann today! 


Complete Memo Selection sent on request. 


DIRECT IMPORTERS OF FINE CULTURED PEARLS 


GiBRALTAR 
/aading Company 


4G WEST 48th STREET + NEW YORK GG, N.Y. 
JVUdson 66-4335 + CABLE ADDRESS: GIBRALINT 
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CONTEMPORARY NEEDLEPOINT OF CHARLES | OF ENGLAND BY ONE OF HIS ADMIRERG 


you need the BAKER NEEDLEPOINT 





In jewelry design, as in tapestries, attention to detail makes the difference. 
That’s why BAKER NEEDLEPOINT Settings are a must when you want 
to build up even the smallest gem to the fullest extent of its 
potential beauty. For new splendor in designs to set your creations apart from 
the rest of the field, and to make every point count, specify BAKER SETTINGS 
only... profit from practical fashion innovations... traditional craftsmanship at its finest. 
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The complete BAKER line of fine settings is die-struck in 
10% Iridium-Platinum, Jewelry Palladium and Gold. 


ee ee ee 


PRECIOUS 
METALS 113 Astor Street, Newark 5, New Jersey 
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ROASOY 00. 


with “Super Trim 





i ite first electric shaver that does the whole job. e 


a 7 & Se 
New Ronson “66° tis ten years ahead of tts time . 


Ne NSON maker of the world’s greatest 
THE JEWELERS’ CIRCULAR-KEYSTONE 









Styled LO sell. oe priced LO sell Sse designed Lo sell | 











with exclusive features-of -the-future ! 





we? , ( F New! Micro-thin 
Shaver head. 


Made of toughest, tempered 
stee|—yet it’s thinner than this 


page! Precision perforations 








actually guide whiskers into 






shaving position. Thinnest head 






lets cutting blades come closest 






for cleanest. smoothest shaves. 







New! Exclusive 
Super Trim. 


Neatly trims sideburns, mous- 
taches, neck hairs... gets those 
annoying long whiskers, even 








in the collar zone. Super Trim is 






u“ separate set of precision 





cutters designed to get any 
whiskers on your face! 













New! Exclusive 
power-cleaning. 


Demonstrate it at the counter 
Click off the head, flick the 
switch —the new Ronson cleans 
itself in seconds! Note the 









gleaming chrome on the head, 






the thirty-two shaving edges, the 











precision Ronson workmanship. 





Look... there's more! 


* Super power Ronson “Hh” never slows down! 
° World's quietest shaver 


© 2\|-day free trial. Fully guaranteed by Ronson 


Don't get caught short —order your 
share of the new Ronson “*66” today! 


And the New Ronson **66” 
will be featured on Ronson’ s 
lighters and electric shavers big new CBS-TV show, 
starting in the Fall. 


Plus magazines, neu spapers, and pou of sale. 
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On its way to you... 


Highlights of your complete, new advertising 
and merchandising campaign from 
The Watchmakers of Switzerland 


How to increase store traflic and profits. Fresh, « risp merchandising 
devices and sales-building promotions, Advertising with a meaning 


—<and its meaning 1s business! 


All this you'll find in the new Watchmakers of Switzerland 16-page 


brochure —PREVIEW—|ust now coming off the Presses. 


EFFECTIVE ADVERTISING 


You ll see ten pages of striking four-color advertisements, just as 
40,000,000 potential customers will see them over the coming 


months in the pages of READER'S DIGEST Magazine. 


MODERN MERCHANDISING 
You'll discover advertisements rich with merchandising opportunt- 
tics, because they speak to modern Americans in terms of modern 
watches. Jeweled-lever Swiss watches that wind themselves. Alarm 
and calendar watches. Chronographs, sports timers, water-, shock-, 
magnetic-resistant watches. Small watches. Thin watches. Jewel- 
encrusted fashion watches. In fact, your whole modern watch inventory 


is put on display before millions of interested families. 


PRACTICAL WORKING TOOLS 

Again—indexed tor your convenience—PREVIEW lists the many mer- 
chandising promotions, technical materials and sales aids especially 
prepared for you by The Watchmakers of Switzerland. New ideas. 
‘Tried and tested ones. And always practi al hints on how best to 
use these aids for profit, 

PREVIEW is a booklet you ll want to keep on hand for year-round use. 
As a planning guide. As an unending source of new ideas and mer- 


chandising assistance. Your tree COpy of PREVIEW will be mailed to 


you shortly. 


The WATCHMAKERS * SWITZERLAND 
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our’56-'57 PREVIEW 








4A LOOK AHEAD in Time 
FOR 
THe MODERN YEWELER 




















“For the gifts you'll give with pride, 
let your jeweler be your guide’ 


For the roth consecutive year, The Watchmakers of Switzerland feature your slogan 
in all advertising. Millions have come to recognize it as a symbol of the integrity 
and craftsmanship of America’s modern jewelers, | eature il prominently im your 
own store and advertising. The good will and assurance it gives your customers 


are good business in these highly competitive times, 
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Take your pick... 
they’re both General Plate 


Toolmakers, stamp operators, colorers, and stock 
clerks; all like to work with General Plate Gold 
Filled material because they can trust its qualities 
to be uniform. They know that reordered stock will 
run like the original order. They know it won't let 
them down. 

Such worker preference is a cost factor that doesn't 
appear on an invoice. It shows up on time sheets, 
however, with an impact that sometimes overshadows 
all other cost variables. 

Uniform high quality is hard to obtain . . . hard 
to describe. Our sales engineers have a convincing 
story to tell a buyer interested in the complete story 
of Gold Filled usage. 


METALS & CONTROLS CORPORATION 


Leek for the Mark 
GOLD FILLED 


This government prescribed mark 
may reed 16, 12 of 14 Karat Gold Filled. 


Offices: ATTLEBORO * New York * Chicago * Los Angeles 
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COAST-TO- COAST 
REPRESENTATION 
SHOWROOMS 
, CHICAGO—Merchandise Mart 
9 NEW YORK.-225 Fifth Avenue 
Lj, 4] e ! LOS ANGELES—Brack Shops. 
5 | ewe : Sa d DALLAS—Merchandise Mart 


MiAMI46 SE Eighth St 
















ae 
4 





Imported porcelain figurines, 
dlelileMe(-laelgeli-loMliMslalslilmelelie 
elaleMelicla Miclm@-1-t¢ ella Me Mohlin 
ly studded with twinkling rhine- 
stones for opulence. Size range 
from 4” to 9” tall, priced from 
$18 to $48 per dozen pairs. 


HW Sd, 
My Iftoni 


Y . wv, hd Mae) Mol!) Met Oe teele 





GEO. ZOLTAN LEFION, Imports 





All Imports are shipped: 


, NEW YORK SHOWROOMS MAIN OFFICE and SHOWROOMS 
F.O.B. Geo. Z. Lefton, Chicago Warehouse or Suite 1129 'S$60 Merchandise Mart 
F.O.B. Lefton-Pacific Inc., Los Angeles Warehouse 225 Fifth Avenue Chicago 54, Ilinors 











HAND CARVED 


VAICHED WEDDING RING SETS 


The true measure of elegance is realized 
only after the passage of time. This is 
especially true of Barel Bridals, whose 
beauty is inherent in styling and 
craftsmanship. Every detail of their creation, 
from the original design by Fred Barel, 
through the last meticulous finishing 

by expert craftsmen, is reflected in 
enduring simplicity and elegance. 


Ask to see our full line of BAREL 
BRIDAL HAND CARVED Matched 
Wedding Ring Sets .. . the 

first choice of your discriminating 
customers who desire beauty and 
quality above all else. 


The Barel Trademark (4 is 
stamped on the shank of 

every ring, assuring you of a 
Genuine Hand Carved Original. 


exclusively designed by 


peblbgt 


24-Hour Service on all Special Orders Sold directly to the Retailer 
| by the Manufacturer 


BRIDAL RING COMPANY, INC. _\_ M#sewtebe tne voonreuen 


87 Nassav Street « New York 38 | 
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WHAT DO ALL THESE IN COMMON? 




















FINDINGS 





STRIP ROD WIRE 
KARAT GOLDS 


Y OU'RE Right .. . Sweeps, Findings, and Karat Golds are all an essential 
port of the jewelry industry. However, these products and services are also the corner 
stones upon which Joseph B. Cooper & Sons has built a reputation for half a century 
of accurate and personalized service to manufacturing jewelers all over America 


FOR BEST RESULTS SEND US YOUR SWEEPS, FILINGS AND SCRAP 














JOSEPH B. COOPER & SONS inc. 


25 West 47th St. © Phone JUDSON 2-3095 ©@ New York 36, N.Y. 
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ANSON FIRST AGAIN WITH 


How to 


PROFTT 
| 


sige ae 
oo | 
= 


DY pe jewelry for men. Providence. KR. I 




















FREE 





This book of valuable 
intormation complete in 
every phase of jewelry 
a iela-Meleh Zaire Melile, 


promotion will be 


Mailed to you 
August 10th 





TABLE OF CONTENTS 


What's Ahead for the Retail Jeweler? 
The Force of Fashion 

Fall Futures in Men’s Wear 

It All Begins Here 

Anson Styles for °56-°57 

Profiles of Leadership 

The Power Behind the Name—ANSON 
Demand ? 

The Feminine Viewpoint 

Forward March—Left, Right, Left, Right 
How to Tie into National Advertising and Make It Pay 
Packaging—It Never Stops Selling 
Customers—Three Cents Apiece 

Put Buy Appeal into Your Windows 
Behind It All 

Should You Use Television—and How? 
Radio ... Louder Than Ever 

How to Do a Complete Promotional Job 


Crusade Now For Survival 


Fr. TLL. or Not—the ANSON Answer 





( a ae jewelry for men. Providence, R. 1 
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ONLY J-B 


NOW! “His-and-Hers” Multi-sizing 
to custom-fit every 














V.LP, (9012) Genuine alligator Deiat pmo i with harmonizing center 
expantions, Retail $096-E51 | we wap (8012) $6.50 


SEPP PATI ed 


* *.7.@ Basan 


' GOLDIN TRIUMPH (2025) Smart sculptured links for sports’ and nurses’ watches. 
Yellow gold filled. Bani 9 Be: Bey-grenen In stainless steel. (8061) $4.95 





‘i. 


\ 








_ 
2. Lift MULTI-BSIZE links off 3. Add or subtract links as needed. 
concealed safety lugs. 











3-8 PHOTO-VUE-IDENT 
The only photo-identification 
bracelet with so many hard- 
selling plusses .. . multi-sized for 
men and women...a wide variety 


Shown here—Style 1001 —$11.50— 
FTI. (gold filled); $8.50—FT1. 
(stainless steel). Others from 
$7.95 to $11.95—FT1. 


Tus Jewetzerns’ CrmcuLarR-KEYSTONE 











RT me 


HAS IT! Tie 




















.. [WO 10-second ways 
wrist that wears a band! 


No longs! No shorts! No inventory headaches with J-B! 


J-B is first again with ways to trim your inventory . . . win more sales! 

For J-B’s spectacular selling power only begins with its envied elegance, its 
many fashion-firsts! 

Only J-B lets you custom-fit every customer! Not only men, but women, too! 
And puts more quality features into its variety of styles than any other brand of band. 
Then, J-B clinches every customer by even multi-sizing its Photo-Vue-Ident! 

So don’t lose a single sale again! J-B sizes em up, sews 'em up. . . backs you up 
with power in promotion, in quality performance. Call, write or wire your nearest 
J-B distributor today! 


Lia 
































ELONGEE (6606) Dainty diamond faceted design. Yellow, ew" or white a Glled. 
Retail $7.96-—FT.1. 


GoLoen wise (6500) A happy harmony of rich links! Yellow or white gold filled. 
Retail $7.50—FT1 


JACOBY-BENDER, Inc. 
62nd St. & Northern Bivd., 
Woodside 77, L. L, N. Y. 
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RIVET PIN STEM 
COMBINATION FOR 
COSTUME JEWELRY 


Rivet pin stem #101 with a 
Ballou joint #142B is an ideal 
combination for a high style 
line. With Ballou’s rotor type 
safety catch #90, designed 
especially for the costume jew- 
elry trade, you have quality 
the leaders in this field have 
found it profitable to use. 
(No. 9OL for hot nickel) 


B. A. BALLOU & CO. INC. 
61 Peck Street 
PROVIDENCE 2, R. I. 


FINDINGS 
The Foundation of Good Jewelry 
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01C101 935 $8.50 











The fabulous new lighter with the interchangeable head! A marvel of inge- 
nuity, the entire mechanism of the Rowenta is contained in the removable 
head. If service is required, the jeweler simply replaces the head—an operation 
that takes no time, requires no tools! As trouble-free as a lighter can be, 


iowenta is guaranteed 2 years. It comes with 2 spare heads free with every 


dozen lighters ordered. 














Keystone List Keystone List 


Keystone List 020104 874 = $7.95 Keystone List 
O1E101 825 $7.50 02E134 764 $6.95 
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Keystone List Keystone List Keystone List 
04C108 1094 $9.95 14C123 1375 $12.50 Keystone List JOC163 2750 $25.00 Kevetone List 


L4E 12 ; 1204 $10 95 *Sterling Silver Body (plus tax) O/T j 16 y 5 $8 50 
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Keystone List 
O4C107 1004 $9.95 Keystone List 


JEWELRY'S NAME FOR QUALITY 


Keystone List Keystone List 
81C131 1204 $10.95 B1C133 1204 $10.95 








Style 81C133 available with any desired 
view, insignia, etc. on special order 


basis in minimum lots of 275 pieces. 
















Forstner inc., Irvington 11, New Jersey 
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FLASH! Operation Cherub is now off to a flying start! National advertisers, 
distributors, jewelers are tying in early. 1956 Operation Cherub—exclusive 
in The Saturday Evening Post—will be even bigger and better than ever! 


No doubt abovt it, this is the year of the Cherub 
in the jewelry industry s calendar. Special committees 
have been working on it since January to insure its 
complete success next December. 

National advertisers are reserving space in the 
Special Jewelry Section of the Dec. 1 Post. 

Wholesale distributors are passing the word 
about Operation Cherub to jewelers. 

Jewelers are ordering the special participation 
tie-in kits now, Orders have been coming in for them 
since February. 


Operation Cherub in the Post will again reach 


saturday brvrenting 





millions and millions of high-income families .. . 
families that spend more time with the Post, have 
more confidence in the products they meet there. 
Make Operation Cherub 1956 your big success story ; 
tie in today! 


Act now. Write Jewelry Industry Council, 608 
Fifth Avenue, New York 20. New Y ork. for full 
story participation in Operation Cherub as 
retailer, wholesaler or manufacturer, For complete 
details on national advertising, write Jesse Ballew, 
Retail Merchandising Division. The Saturday 
Evening Post, Philadelphia 5, Pennsylvania. 
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— gets to the heart of America 


POST 
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When you 6 | 
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INCABLOC PROTECTS THE VITAL PARTS OF A WATCH { Alt 
\ 4 
AGAINST DAMAGE FROM EVERYDAY SHOCKS. [ “~ 
, | 
INCABLOC MAINTAINS THE ACCURACY OF A WATCH \ \ \ 
— , \ eal 
\ | 
| ~ | | \ 
INCABLOC EXTENDS THE LIFE OF A WATCH. ? \ 
~~ NX : \ 
, | ~\ \ 
AND —- JUST AS IMPORTANT INCABLOC PROTECTS \ 7 . Te, 
\ 
\ m 
YOU BECAUSE...IT REDUCES RETURNS AND SERVIC- ee os . ‘ 
ING DURING THE GUARANTEE PERIOD TO A MINIMUM - “ne, 


.»» KEEPS YOUR CUSTOMERS SATISFIED. . “i 
v7 ee ee 


SO WHY. NOT LET INCABLOC WORK FOR YOU, SELL 

FOR YOU? IDENTIFY YOUR STORE WITH INCABLOC’S a 
GREATER, MORE POWERFUL ADVERTISING CAMPAIGN | ere 
IN LIFE, SATURDAY EVENING POST, WOMAN’S HOME 

COMPANION, COLLIER’S, NEW YORK TIMES MAGAZINE, 

‘ WOMAN'S DAY, MADEMOISELLE, ESQUIRE, COSMOPOLI 


TAN, FARM JOURNAL & EBONY. 


Write for — JINCABLOC selling Maude in Scisdteoiiand 
aids and promotional material. INCABLOC CORPORATION '*© West 46th Street, New York, New York 











Potent 


Because of their editorial vigor and leadership, modern business publications 
have become a potent selling force without which our advanced concept of 
marketing would amount to idealism without implementation. For we can step up 
production only as fast as we step up the means of selling that production. It is 
in this balancing of the economy that today’s trade and industrial publications 


fulfill a role unduplicated by any other selling force. 


The Voice of Authority . 


Chilton 


COMPANY 


Chestnul and 5¢th Streeta « Philadelphia 39, Penneyleania 


CHILTON PUBLICATIONS: Department Store Economist « The Iron Age « Hardware Age + Spectator « Hardware World 
Jewelers’ Circular-——Keystone « Automotive Industries « Gas « Distribution Age « Optical Journal and Review of Optometry 


"le Motor Age « Boot and Shoe Recorder « Commercial Car Journal « Butane-Propane News « Tele-Tech & Electronic Industries 
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YOU made this 


possible... 








































































AMERICA’S FINEST GOLD FILLED JEWELRY 


| Corp. Doubles 
ies by Move 


ften found 
The long bench’ 


n 
with its move from ee et 
c+ to the entire tne Clifford 
the Wall Building at 16 manu- anged to P 
ct. the Van pe P “ned and | can be oor maximum of natural 
cacturer of go & expanded worker dividual drawer ag oo REPRINTED FROM THE 
sterling jewelry, De on 50 per | light: ne each worker for “PROVIDENCE SUNDAY 
lant by more t . a | provided ¢ two-worker 
cent and has ne facilities and | con nes give tne assembly ° 
modernization duction flow. benc + an office rather tha 
an enhan vcest0 sole owner gene appearance. Mr 
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the flood o , departments, lo- “ Del Sesto has operated 
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nt, with ker, . e 
pe self suffice ontrol offices and — instructor in jewelry 
departmental con was an Rhode Island Schoo! 
worker conveniensirculat route | sign at na 
ows in Desig? 
an oe sffice of the plant | of 
ar 
superintendent. 


... please accept our thanks 


The confidence shown by our distributors and you, Mr. Retailer, 
who sells Van Dell jewelry, has given us the confidence to expand 
our plant and manufacturing facilities. Naturally we ore proud to 
have cchieved the reality of this new plant and while we have 
worked hard and diligently, a large part of our success is the result 
of the friendship and goodwill of our customers. 

As we go into the newest phase of our business, we hope to merit 
continued pleasant relations. 

Thanks ore due to everyone who helped to bring us the modest 
success we have enjoyed. May you continue to prosper with us. 


VAN DELL CORPORATION — 162 CLIFFORD ST., PROVIDENCE 2, R&, |. 
























































































Angelo DelSesto 
President ~— Van Dell Corp. 


THe SUPER GRUEN 
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super new 
watch... 
super new 








package...|@ 
super new he 
profits SRUOE 


obviously from... 














The watch you are looking at is the one you’ve been looking for! 


This new SUPER GRUEN AUTOWIND has everything: all the sales-winning magic 
of Newest Look in Time styling... revolutionary factory-sealed package... 
a volume-building popular price... plenty of Super Gruen profits for jewelers! 


Styled to sell... in more ways than one! 





Our remarkable price to you on the SUPER GRUEN puts you In an unusu- 
ally flexible position. You are able to promote and merchandise the SUPER 
GRUEN, to develop store traffic in any number of different ways! 


And supporting you all the way will be our boldly different, sell-packed Gruen 
advertising in America’s top 7 magazines: Life, Saturday Evening Post, Look, 
Collier’s, Esquire, Holiday and Time! 


Special profit inducement for buying early 





Ask your Gruen representative about your special incentive on this new 
money-maker...effective for a limited time only. Be sure to see him right away! 


GRAEN... 


the newest look in time 


Watch these pages for watches with new advanced styling ... proof of the leadership 
of Gruen...the Newest Look in Time. 


N.J.A. members! When in Chicago, be sure to visit us at the Conrad Hilton Hotel, suites 2305-A and 2306-A, 
July 29, 30, 31, August 1, 2. 


GRUEN WATCH COMPANY, TIME HILL, CINCINNATI 6, OHIO « IN EUROPE, BIENNE, SWITZERLAND. 
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we. MEDALS 
and ROSARIES 


231 PINE STREET 
PROVIDENCE, &. |. 
All Prices Retail 


+4 pr “ os in ; . R76/B4 $18.75 ea. 
1316 $4.95 1313 ote Rock wir jot Full Tin Cut beads, Sterling, hand en- 
$1. Christopher, 24’ Cloisonne enamel, 18” and engraved cross hand engraved cross groved cross & center, 


, & center, pegaed & center. ed cor ° 
chain, hand engraved. rope chain, 4-way in- ; , P*ODd pegg pus, cor 
he on hand siened. drooping head corpus. rugoted beads. 





8500/3) $8.00 R31 /87 ove 200 R300 /83 $8.75 


Sterling, hend on- Pearl, hand engraved Fire polished beads, 1317 $3.65 1119 $4.70 
graved crow & conter, cross & center, pegged also in assort. colors, Rose Bud medal, mi- Miraculous, 24” chain, 
round beeds. drooping head corpus. hand engraved cross raculous insert, 18” hond engraved. 
& center, pegged rope chain, hand 
engraved. 


R320 8 wil RB) /3 $5.25 RAB /79 $5.45 


a Fad . . Men's black round Men's bleck oval bead Child's rosary, sterling 
1314 $440 1168 $2.30 bead rosary. rosary. round beads, hend 
St. Christopher, 24° Miraculous, 18" chain, engraved cross. Comes 


chain, hand engraved. heond engreved. Gift Boxed in silver 
plated metal case. 











Will Rogers Jt on CBSAV fr Hamilton Bea 


“Good Morning” Show 


America’s warmest, most 
convincing salesman is 
working tor you, now 
through Christmas! 


Presenting the toaster with 


the most priceless consumer 


advantage you canget... 


The Only 
9-Year Guarantee! 


@ Attractive 5-year guarantee seal on every 
toaster says: “This is the finest.” 


4 @ Meets modern needs by toasting all kinds 

NM i a Wf a 7° ; and sizes of bread —even frozen waffles. 

= : ; @ Modern styling appeals to the vast major- 

With all the refinements for toast ity of young marrieds who buy toasters. 


at its best! a } @ Assures you the great segment of the 
" market already sold on Hamilton Beach 
quality, plus the new volume created by 

the only 5-year guarantee! 
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New Models! New Colors! 


2s Pre-Selling 


Only Hamilton Beach 


22 hard-hitting ads 
in 9 leading magazines! 


reat Vx 
Hamilton Beach and Will Rogers, i. (GMa 


on CBS-TV “Good Morning’ Show >” 
Now Winning New Prospects \A 


in 33 Markets! 
Row Avtematic Toaster. 


reo ye ong ene tn eee: be Now through Christmas—every week for 34 
Totes ali clase of tread. weeks straight, this convincing salesman will 
push Hamilton Beach, and the only 5-year 
, guarantee! Will Rogers, Jr., is very much 
» a man of this generation, yet he has the same 
“folksy”’ touch that people loved about his 
famous Dad. It’s a warm, sincere touch that 
sells. It’s the touch that is convincing many 
of your prospects that Hamilton Beach products 

are the ones to buy ! 


Complete Pacific Coust Coverage on 
"Panorama Pacific’’ 


West Coast Retailers can expect plenty of sales 

action from this early morning TV Show 

tailor-made for Californians! Prospects from 

Los Angeles to Portland and Seattle will be 

pre-sold on the only 5-year guarantee they Lqel-Blondor ee agg elif 

can get. “*Cut-'n-Fold” aetion 
blends twice as fast, 
twice as fine. 2 speeds, 
no-splash top. 








New Displays! New Sales Aids! Everything you need to close sales! 


<i 
Merchandise 2 fe. New Sectional Wee Ad Envelope 
| Displays! a, Mats! Stuffers! 


THe JEWELERS’ CIRCULAR-KEYSTONE 





rator colors to match every need, 
Wall bracket and gift box included, 


Yellow! 

Turquoise! 

Chrome! 

White! | The all-family gift means fun ‘ 


for everyone. Makes real soda- 
fountain drinks. 





Order from your distributor 
NOW! 


=: =o. HAMILTON BEACH 


HAMILTON BEACH CO., Div. of Scovill Mfg. Co., Racine, Wis, 
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BUYERS GUIDE seononon.. 


THE ORIGINAL, WORLD FAMOUS 


VULCAIN 


cricket 
WRIST ALARM 


Different from all others be- 
cause of its multiple fea- 
tures, which include the 
Cricket Alarm, Guaranteed 
17 Jewel Vulcain Move- 
ment with Two Unbreak- 
able Mainsprings and the 
exclusive, engineering tri- 
umphs — EXACTOMATIC 
Pivoting and DUO-BACK 
Sound Chamber. 


vULCAIN 


SELF-WINDING 
EXACTOMATIC WATCHES 
for Ladie and Men 


100% Waterproof*, fully 
guaranteed 17 jewel 
EXACTOMATIC move. 
ments with two unbreak- 
able mainsprings ... includ- 
ing Calendar and Power Re- 
serve Models. 


VULCAIN is consistently being pre-sold through 
national advertising in LIFE, SATURDAY EVENING 


TO AMERICA’S BEST “BUYS” FOR 


Shriro’s leading position in 
international trade results 
in values of a truly sensa- 
tional nature .. . assures the 
jeweler a diversity in mer- 
chandising and sales pro- 
motional effort, as well. Tie 
in with Shriro’s power- 
packed promotional ‘firsts’ 
that will boost business and 
step up your profits. Phone 
or write for details today! 


You are cordially in- 
vited to visit us at the fol- 


lowing trade shows: 


SOUTHERN JEWELRY SHOW 
Room 606, Dinkler Plaza Hotel 
Atlanta 
July 15th - 18th 


Perron nme — te ee 


NJA 
Suite 1606A, Conrad Hilton Hotel 
Chicago 
mys 29th - August 2nd 


ee ee ee oe en 


ANRJA 


Booth 65-66, Waldorf-Astoria Hotel 


New York 
August 26th - 30th 


PROFITABLE SALES ACTION 


a 


MODERN SCANDINAVIAN 
DESIGN LIFETIME STAIN- 
LESS STEEL FLATWARE 


A tested and proved sales 
promotional traffic - getter. 
Available in 24-piece serv- 
ice for 6, 50-piece service for 
8, open stock, and 4-piece 
hostess sets in two brand 
new patterns. Fantastically 
priced for true, fabulous 
value! 


Super-Powered Promotional 
Mats Free with Your Order 


POCKET SIZE 
RADIO 


A sure-fire bysiness-booster 
promotion that can be sold 
at a midget size price. In- 
cludes many extra features 

. beautifully designed 
plastic case, flashlight at- 
tachment, personalized dual 
earphone plug-in attach- 
ment, clear-tone large 
speaker. 


Super-Powered Promotional 
Mats Free with Your Order 


CORNELL WATCHES "°r wax 


For complete flexibility in mer- 
chandising and price appeal. Avail- 
able in 25, 21, 17 and 7 jewel 
l 

ando2s"' Thinnest 100% Waterproof* RGP, steel ts in gold, gold- — 
& Automatic Waterproof* Watches nna oonenet, oan with 
Sensationally Priced for Atten- aetna dham leosinen. ond bo 

tion-Compelling Values! 


POST, ESQUIRE, FORTUNE, NEW YORK TIMES 
MAGAZINE 


Super-Powered Promotional Mats Free with Your Order 


ryllium balances. Available in five 
competitively priced qualities. Can 
Super-Powered Promotional be ordered with trademark “Cor- 
Mats Free with Your Order nell” OR WITH YOUR OWN 
NAME ON THE DIAL. 
"When crystal intect and case unopened. 


SHRIRO WATCH, INC. 
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to retire, to sell a business? sometimes it’s hard to decide 


one 
on 


um 


for 53 years specialists in cash-buying or liquidating jewelry stores and stocks. 
Consult Gordon Brothers without obligation . . . 38 Bromfield Street, Boston. HAncock 6-3233 
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aterman’s 


















THE 
NEWEST WORD 
IN WRITING 
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1956 


This season marks the beginning of a new era in Waterman’s history, 
actually the unveiling of a new philosophy. 


“The newest word in writing” is far more than a new slogan, for with 


it Waterman introduces the newest word in product design and engi- 


neering, with exciting new products the like of which you have never 


seen before. 





For Waterman dealers, the newest word in writing brings exciting new 
promotions, extensive national and local advertising, new selling tech- 
niques as revolutionary as Waterman’s C/F” fountain pen. 





Be sure to ask your own Waterman representative what Waterman has 
in store for you in preparing for the season ahead, certainly the greatest 
in Waterman's long history. 


WATERMAN PEN COMPANY, INC. Seymour, Conn. 
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NORMAN SLATER CLIFF SIEGMEISTER MARTIN J. RASNOW JAY KAY LAZRUS 
Vice-Presidentin Charge Vice-President and Vice-President and Vice-President for 
of Manutacturing, Sales Manager Comptroller Merchandising and 
Waterbury Division Design 


STANLEY M. KARP LEO HYMAN ROBERT GASSER 
Vice-President and Assistant Treasurer Vice-President in 
Assistant Secretary Charge of Manufacturing, 


New York Division 
ROBERT WEIL 


The Watch of Guaranteed Accuracy | : | has been named 


Vice-President 
in Charge of 
: “te: | pe Manutacturing, 
0) Weat 44th Street, New York 36, N.Y. : | y . & % i: La Chaux De Fonds. 


Switzerland 





Waterbury, Connecticut 


La Chaux De Fonds, Switzerland | | 
SAMUEL M. FELDBERG HARVEY M. BOND 
Vice-President Vice-President and 
and General Manager Advertising Director 
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VE KEPT MY 
MOUTH SHUT FOR 
5000 YEAKS...BUT 


Betima "nn A ri hu € 


THIS WILL BE THE MOST IMPORTANT 
STOP YOU CAN MAKE AT EITHER SHOW! 


See us at...N.J.4. CONVENTION 


Conrad Hilton Hotel, Chicago 
July 29 — August 2 
Booth 98 and Participation Suite 


And at the,,, A.N.R.J.A. CONVENTION 


Waldorf-Astoria Hotel, New York 
August 26-30 
Room 865 and Space 122-123 


K .POLISHOOK & SON, Corp. 
216 EAST 45th STREET, NEW YORK 17, MURRAY HILL 7-1664 


Manufacturers of “Everything in Rings” Since 1898 
Featuring the Trade Names “Lloyds of New York”, “Fidelity” and “Pirst Lady” 


At last —a promotion with the power to move people 
into your store regardless of the time of year! Designed 
to capitalize on a theme of universal appeal! Merchan- 
dised specifically to create plus business and prestige for 


your store. Act now! Write, wire or phone to insure your 


reservation. This will be sold on an exclusive basis. 





Introducing 
The New ZIPPO 
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World’s newest lighter...slender, all-new FASHION-STYLED 
design...complete gift price range for men and women... 


famous, reliable, sure-lighting Zippo mechanism! 
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famous Zippo guaran. mach i noth 


Cot my me ie Life... The 









The new Zippo SLIM-LIGHTER is a glamor- 





ous, gleaming lighter that means fast, profitable 

volume sales for you because it’s made to meet a _ 

demand! Millions of present Zippo owners will 

want a SLIM-LIGHTER, too! So will new buyers! is | ; 

Like every Zippo, SLIM-LIGHTER is easy paper mats. . .@ price range that covers the whole 
rries gift field! Order a full line today! 





ae € NEW W 7°70 
— SLIM-LIGHTER 
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ZiPPO MANUFACTURING COMPANY, BRADFORD. PA, 





in Canada Zippo Manufacturing Co., Canada Lid., Niagara Falls, Ont. 
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YOU CAN Make More Profit 
Selling Watches! 


Today many jewelers make BALL-ADMES WRIST WATCHES their 
featured line for these reasons: 


] « PROTECTED FRANCHISE —Only franchised jewelers sell 
BALL-ADMES WRIST WATCHES—and they are exclusive in their 
territory. There is no “up-the-street”’ competition for a BALL- 
ADMES WATCH sale. 


NOT SOLD TO DISCOUNT HOUSES —BALL-ADMES WRIST 
WATCHES are not sold to discount houses, mail-order firms, 
Service stores or wholesale-retail operators. 


MEDIUM PRICED—Although expensive looking, BALL- 
ADMES WRIST WATCHES are in the medium price range—from 
$47.50 to $82.50. 

QUALITY PRODUCT FULLY GUARANTEED — Since only 
the finest materials and workmanship are employed, The Ball 
Company stands behind every watch sold with extremely lib- 
eral guarantee terms. 


BIGGER PROFIT MARGINS — Because the BALL-ADMES 
WRIST WATCH is an exclusive line, the jeweler realizes the 
full mark-up, and is not subject to the whims of a competitor 
for making “‘deals.”’ 

6 « LIMITED INVESTMENT — Ball franchised jewelers are not 
forced to stock a large inventory, thus tying up their money. 
They order what they need as they need it. 





BALL is a name with wide recognition in the watch industry. 
Watch makers, Time Inspectors and jewelers alike respect the 
name. It is a name that has enjoyed a unique reputation among 
generations of railroad people (the first Ball Official Railroad 
Standard Watch was designed in 1893). 

After numerous requests, The Ball Company introduced in 1953 
a line of Men’s Automatic and Indimatic wrist watches. The accep- 
tance of these quality watches by jewelers—and the public—inspired 
broadening the line in 1955 to include Ladies’ watches. 

Let us tell you our policies... the prestige of carrying the exclusive 
BALL-ADMES WRIST WATCH line... why the BALL-ADMES WRIST 
WATCH is the perfect merchandising tool to revitalize your watch 
department. We would like to hear from you. A letter today will 
bring an immediate reply. 


The BALL Company 


ADMES—Geneva, Switzerland « 6 No. Michigan Ave. « Chicago 2, Il. 
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The Magic of Fifth Avenue Styling 


Now a beautiful new ring setting with that distine- 


| Ps 


Fs tive Custom-Made look at a price everyone can 
WM, | J afford! See it for yourself .. . another first from 
Ds gee FIANCEE 
it Pa c  ~ Premiere Showing 
otek July 29-August 2nd 
| / N.J.A. Convention—Suite 2100 A 
/ Conrad Hilton Hotel 





Chicago, Illinois 





SOLD THROUGH WHOLESALERS ONLY! 





Goidstein-Gerson co.,inc. 
/he Toute of Fahiadle \¥ WEST 46th STREET, NEW YORK, N.Y. 


West Coast: 448 South Hill Street, Los Angeles 13, Cal. 





























For greater 


retail profits 
see the 


HULU riled 


Story! 





THE JEWELERS’ 





CIRCULAR-KEYSTONE 











Available to Jewelry Trade 


Di: you know a thirty minute color film —- covering the complete story of Gold Filled 
is available for showing to your salespeople, regional, city or state meeting ... or to 
your service or civic club? 


Tie is not a standard “nuts and bolts” film. It is specifically designed to help jewelry 
retailers —- explains, simply, what Gold Filled is and how it can be sold. Included in the 
film are actual in-store sales sequences, a complete jewelry fashion sequence and a step-by- 
step demonstration of the fabrication of Gold Filled stock. 


i film is the easy way to assist store salesmen to make the most out of higher-profit 
Gold Filled and the nationwide Gold Filled advertising campaign . . . a campaign that in- 
cludes Lire, SATURDAY EVENING Post and coast-to-coast NBC television. 


4 merchants have seen the film . . . and here’s what they say: 


ASSOCIATED MERCHANDISING Corp.: “After seeing your film I find myself looking for 
Gold Filled and watching jewelry ads with greater interest.” 


Ken VANcotTT: “Very fine film and well received, most educational and constructive.”’ 
MICHIGAN JLRS. ASSOCIATION: “Mr. Miller and myself enjoyed this movie and realized 
its potential selling power.”’ 


If you would like to show this 30 minute color 16 mm. film at any sales or regional meeting, 
just send the coupon below for complete details. 


her This film available free for showing to: 


¢« Your salesmen for sales training *« Your city’s service or civic club 
« Your state or regional meetings 


Please send me details on borrowing 
‘The Gold Filled Story” color film. 






ae a ee ba ys hlkab os 


(store salespeople, meeting, et: ) 

I would prefer to have it during month of........... Des ky GOLD FULED MANUFACTURERS 
ASSOCIATION, ATTLEBORO, MASS. 

Name Fp NG PRE gy aoe Ne OSE ER! RT AG ap gr Cook, Dunbar, Smith Co. + €. W. Cook Plate Co. 
General Plate Division — Metats and Controts + Horton 

: s Angell Co. + improved Seamless Wire Co. + Leach & 

CURIE 55 coe 5 ow ER Cake a sen ks ) prcceais —haptage 69 . gn 

. Piste & Wire Co. «+ |. Stern & Co. tne. 

City cerevesecenrveseenpaneeréir ec eaerveveseev eo State cee veewaeeen ee eee vee Metals Corp. « A. 1. Wall Co. « 4. A. Wilson Co., Ine. 
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RKO-Produced Sales Training Color Film 
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MOVE AHEAD with 


the Best in 
Holiday Promotions 


| Displays of Sales Leaders at..- 






yet ais 
NATIONAL JEWELRY FAIR 
July 29th to August 2nd 


WALDORF ROOM, PRIVATE DINING ROOM No. 5 
CONRAD HILTON HOTEL, CHICAGO 






* 
ANRJA SHOW 


August 26th to 30th 


JANSON SALON AND BLUE ROOM Sf 
WALDORF ASTORIA HOTEL, NEW YORK ae 


Goo the lines that make 
the DOUAR 2 QOL Again / 


A. COHEN & SONS CORP. 
27 WEST 23rd ST., NEW YORK 10, N. Y. 


LOS ANGELES OFFICE ATLANTA OFFICE 
134 W. 3g0Oth $7 LOS ANGELES CALIF 7 PEACHT@EE GT Nf ATLANTA GA 























ROCKET JEWELRY BOX, INC. 


125-129 East 144 Street, New York 51, N_Y. 


SOLD 
EXCLUSIVELY 
THROUGH 
WHOLESALERS 
ASK 
FOR 
OUR 
DESCRIPTIVE 
CATALOG 
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Revere Ware Homemaker Set 
especially 


The World’s Finest 
shown here is especially designed 
priced for the credit jewelry field! Amazingly low 
priced at $39.95 ... to sell on credit .. . saves your 
customers $4.85! This prestige merchandise is con- 
stantly advertised in leading national consumer mag- 
azines and offers quick turnover—big profits! 


IMPORTANT! 
SPECIAL, NEW PROMOTION MATERIAL AVAILABLE! 
e Hard-hitting 1,000 line, two-color newspaper 
ad mat—designed for credit selling —available on 
a special cooperative advertising basis! 


e Imprinted, two-color, post card direct-mail piece! 


e 600 and 4300 line newspaper mats and glossy 
photos. 
See your distributor or write us for full detatls. 


REVERE COPPER AND BRASS INCORPORATED 
Rome Manufacturing Company Division 
Rome, New York «+ Clinton, Illinois « Riverside, California 


ror JULY, 1956 


z Trade-up customers to the World Famous Revere Ware 








No. 1200 Revere Ware Homemaker Set! 
Fair Trade Retail Price $39.95 


This beautiful new Revere Ware Set consists of a 
l-qt. Sauce Pan with Cover; 2-qt. Open Sauce Pan; 2-qt. 
Double Boiler; 5-qt. Sauce Pot with Cover and Trivet; 
9-inch Skillet with Cover; 24% inch Stainless Steel Wall 
Rack with 4 Hangers! 


a ek Me ee ny 
— = 


REVERE WARE KITCHEN JEWEL CHEST! 













No. 1400 Kitchen Jewel Chest-—Revere's finest Set! 
This beautiful Set of Revere Ware is color-cartoned for 
wedding and holiday gifts . retails for $59.95 
Other Gift Sets priced 


from $26.50. 
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PHILCO 


PORTABLE RADIO DEPARTMENT 


Sales Powered for Profit! 


Concentrated in less than 1% square feet of counter space. . : 
all the dramatic, dynamic Se//ing Power you need to get fast 
customer action, It puts each striking Philco “Rough Rider” 
model in direct focal range of every prospect who enters your 


store, Here's a department that makes consumers Eye . . . Identity 


& New! Unique! Complete! Your 1956 


Sell up to 
Leather 
in’56 


... Buy! Here is a store within a store—stocked with the radios 
that sell chemselves on looks and performance. 


Colorful, attention-arresting ...it does a terrific “suggestion” 
selling job right on the floor or in your window. 


The Selling Season is Now/ Call your Philco Distributor for 
your Rough Rider’ Portable Radio department and be all 
ready to Sell Up to Leather in a big profit way! 


PHILCO...The Brand Mark of Quality in Outdoor Radios 
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only 14 jewelers 


in 10" can get these watches 


SELF-WIND WATERPROOFS* 


For men, the “‘Aquamatic Anchor’: concealed crown in all-steel case 
with leather strap. 17 jewels. Not shown, the “Aquamatic Seaman”: 
17 jewels in yellow RGP with steel back. Leather strap. $59.50. 
For women, the “Aquamatic Sea Nymph”: all-steel case with leather 
strap. Also with yellow GF top and steel back, at $69.50.’ 


Men’s Models available in 25 jewels from $59.50 to $200. 


*As long ae case ia unopened, crystal intact 1All prices are retail and include Fed. Tax 


CROTON 


NIVADA GRENCHEN 


Distributed by 


CROTON WATCH CO., 404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 








**For over 78 years, quality rather 
than quantity has been stressed by 
Croton Watchmakers. Slow, 
painstaking craftamanship and much 
time ia needed to produce these 
perfect watches. For that reason, 
production ia limited, and only 

1% jewelers in 10 can benefit from 
the protective distribution that 
comes with every Croton time-piece. 
Only thease few can take advantage 


of our much higher markup. 


To always provide fresh 
clean watches they are 

flown from Switzerland 
in pressurized cabins by 


KLM Royal Dutch Airlines. 


See order coupon on poge $7 











Already 


a Sales- 








Proven 





Success 





CADMAN-KIEFER 


EXPANDRO and EXPANDRO-FLEX 


WATCH BRACELETS 


% ENDS FOR ALL WATCHES 
*% QUICKLY ADJUSTED TO ANY LENGTH 


% 1/30 14K R.G.P. AND STAINLESS STEEL 


RENO-LEPAUTE OSCILLOGRAF 


ELECTRONIC WATCH TIMING MACHINE 


Registers by means of sparks on a continuously 
unwinding paper band, thus ensuring perfect and 
silent running. Comprises a new type of Cardan 
fitted mircophone allowing control of every move- 
ment in any position, and direct adjustment of the 
exposed works, together with ear-phone amplifier. 
A spring clip microphone is available for use with 
clocks, or out-of-case movements. 





Manutacturers and Distributors of 
Children's Jewelry, Seamless wed- 
ding bends and Fine Jewelry—tor 


eimost @ quarter of a century. 


50 


Cadman Manufacturing Company Ltd. 
die eee ye isitedinitaaiaan 
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only 1% jewelers 


in 10" can get these watches 





SELF-WIND WATERPROOFS 


Because your customers demand modern styling, Croton brings a 
new thinness to these self-wind waterproofs*. For men, the ultra- 
thin “Aquamatic Champion”: knife-edge case with 10K yellow GF 
top and steel back. 17 jewels. Leather strap. 

For women, the ultra-thin “Aquamatic Swan’: with 10K yellow GF 
top and steel back. 17 jewels. Leather strap. 

Men’s Models available in 25 jewels from $59.50 to $200. 


*As long aa case ia unopened, crystal intact [Al prices are retail and include Fed. Taz. 


CROTON 


NIVADA GRENCHEN 


Distributed by 


CROTON WATCH CO., 404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 





** For over 78 years, quality rather 
than quantity has been stressed by 
Croton Watchmakers. Slow, 
painstaking craftamanship and much 
time ia needed to produce these 
perfect watches. For that reason, 
production ia limited, and only 

1% jewelers in 10 can benefit from 
the protective diatribution that 
comes with every Croton time-piece. 
Only thease few can take advantage: 


of our much higher markup. 


See order coupon on page $7 














In use daily 


Here Ate All the by leading 
All Books are sold Jewelers 
Remittance With Order AN. SWERS everywhere 
An absolute necessity in tracing patterns to be matched. An excellent means of 


suggesting pattern names to customers. 
Order 


The illustrations are printed exact size on fine coated paper. The pattern names, 

printed on ledger paper, are arranged alphabetically under one combined index Yours 
and again according to companies using them, It is arranged m loose leaf form 

with a durable cowhide leather ring binder. 

THE JEWELERS’ CIRCULAR-KEYSTONE 

Chestnut and 56th Sts., Philadelphia 39, Pa. 


Send THE STERLING FLATWARE PATTERN INDEX. Remittance $ is enclosed. 


We want the complete set with binder a 
We want the complete set without binder [] 


NAME 
Without binder, $17.50 
PRICE ¢ With binder, $27.50 ADDRESS 
| Binder only, $10.00 STATE 


ee 


[eee ee oe eee eee See ee eee eee ee eeeen 
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only 14 jewelers 


in 10" can get these watches 


THINNER WATERPROOFS* 


If you are asked for the “new, thinner watch” — or for a “practical 
waterproof watch’ — show them the watch that is thinner, more 
beautiful and waterproof too. For men, the “Scorpion”, yellow top — 
stainless steel back, 17 jewels. Shock-resistant. Leather strap. $39.95 
For women, the “Seamaid” ; With chrome top and stainless steel back. 
17 jewels and leather strap. Available with 10K GF top, at $45.' 


*Ay long aa case ia unopened, eryatal intact tAll prices are retail and include Fed. Taz 


CROTON 


NIVADA GRENCHEN 


Distributed by 


CROTON WATCH CO., 404 Fourth Ave.. New York 16, N. Y. 


Fine watches since 1878. 








**For over 78 years, quality rather 
than quantity has been stressed by 
Croton Watchmakers. Slow, 
painstaking craftamanship and much 
time ia needed to produce these 
perfect watches. For that reason, 
production is limited, and only 

1% jewelers in 10 can benefit from 
the protective distribution that 
comes with every Croton time-piece. 
Only thease few can take advantage 
of our much higher markup. 


To always provide fresh 
clean watches they are 

flown from Switzerland 
in pressurised cabins by 


KLM Royal Dutch Airlines. 


See order coupon on paoge $7 ry 








.,+ Especially when you're selling fine jewelry to America’s 8,000,000 young women under twenty. 
These girls are impressionable young women with tremendous cravings for the finest, the most decor- 
ative in life. And what they want they get. 

Always precise about time, they're a tremendous market for wristwatches ... for birthdays, for gradua- 
tion, for Christmas, for engagements. About-to-be brides (more girls marry at 18 than at any other 


age) they're just at the stage of selecting engagement rings. 


They're America’s fastest-growing market .. . big buyers, spending fabulously on the products they 
learn about in the one magazine that dominates their buying—SEVENTEEN. 


488 Madison Avenue, New York 22, N. Y. 
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only 14 jewelers 


in 10°" can get these diamond watches 


“STARDUST” ‘FANTASY ” 
od 10 


Diamond watches of the most exquisite design, precious... lovely... 


and practical, thanks to the guaranteed unbreakable balance staff 


and mainspring. All in 14K cases. The “Stardust” has 2 precious 
diamonds. The “Fantasy” has 6 precious diamonds, and, The “Bijou” 


is studded with 12 precious diamonds. 
ude Fed Taz 


As long Ga faar ts MnO pe ned, f rystal intact j ivfa are réeta i and arle 


CROTON 


NIVADA GRENCHEN 


Distributed by 


CROTON WATCH CO.. 404 Fourth Ave.. New York 16. N.Y 


Fine watches since 1878. 








**For over 78 years, quality rathe 
than quantity has been streased by 
Croton Watchmakers Slow, 
painstah ing craj famanahip and much 
lime ia needed to produce thease 

pe rfe ct watches Fo fhat reason, 
production ia limite d. and only 

1s jewelers in 10 can benefit from 
the protective distribution that 
comes with every Croton time-piece. 
Oniy theae few can take advantage 


Of ony much highes markup 


See order coupon on page $7 





JEWELERS ACCEP’ 


60 EAST 56TH STREET . 
Plaza 4.{| 77 


a Standing At, lion 


We extend 9 standing invitation to YOU in the credit jewelry field and to anyone 
interested jp the financia| Problems of the credit jeweler to Visit with ys at 
the CHICAGO SHOW, 


Executives, Mr. William J. Botto of Mr. Lewis R Eisner will gladly explain the 
functions of our BALANCED FINANCING PLAN. 


We have [arranged for Private Consultation FOOMS to discuss individua| financial 
Problems and to outline plans for financing the EXPANSION OF YOur CREDIT 
LES. 


ORPORATION show you as it has shown 
over the country how to use this BALANCED FINANCING 


|. EXPAND THEIR SALES VOLUME. 
2. DISCOUNT THEIR TRADE OBLIGATIONS. 


3. ADD SEMI-PERMANENT WORKING CAPITAL To THEIR 
BUSINESS, 


4. ACQUIRE NEW STORE UNITS. 


'? will be °Ur pleasure to discuss these Matters with YOu and your %Ss0Cigtes. 


AT CHICAGO 
SUITE 2300-230 CONRAD HILTON HOTEL 
JULY 29 — AUGUST 2, 1956 
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only 1% jewelers 


in 10" can get these watches 
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*Aa long as case ia unopened, eryatal intact 


(All prices are retail, and inelude Fed, Tag 


CROTON NIVADA-GRENCHEN 
404 Fourth Avenue, New York 16. N.Y 


Please send me the following watches from the four preceding Croton Pages 


ORDER NOW 


Use this order blank 
for watches illustrated 
on preceding pages 


CROTON 


NIVADA-GRENCHEN 


NAME AND PRICE QUAN NAME AND PRICE QUAN NAME AND PRICE QUAN 
AQUAMATIC ANCHOR $59.50 SEAMAID $39.95 or $45.00 NURSINE $24 95 
AQUAMATIC SEAMAN $59.50 STARDUST $71.50 NUN'S WATCH $39.95 


$59.50 or $69.50 BI jOU $150 LANCELOT $120 


AQUAMATIC CHAMPION $69.50 DAISY $29.95 ALERT $59 50 
AQUAMATIC SWAN $69 50 EMPRESS $120 
SCORPION $39.95 


- } Send me promotional material 


NAME 


STORE NAME 


Distributed by 


CROTON watcu co. 
404 Fourth Ave... New York 16, N. Y. 


Fine watches since 1878. 


ADDRESS. 


a 





Charms and more 


Charms 


An outstanding 
collection 


in 14K and 
Sterling Silver 


ready for 
Fall selling 


“Sales-minded’’ 
wholesalers 
are ordering 

CARL-ART 


Charms 
now from 


Mannie Levine 
| West 34th St. 
New York 


Howard Seebeck 
10 South Wabash 
Chicago 


Norman Gustafson 
3646 Mt. Vernon Drive 
Los Angeles 


538 


CARL-ART inc 


ee ge we ae Oe ee ee 
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MODEL 748 30-hour 7 jewel musical alarm. Exquisitely fashioned gilt 
case. Raised gilt figures with raised gilt luminous hour indi- 


cators. Luminous hands. Attractive gilt grille with color back- 


ground. Size 4x 34x 1%. i 
Retail $18.95 plus tax 


West Coast Price Slightly Higher 
Censult Your Wholesaler * Catalog on request 


semca clock CO., IMC. Manufacturers of Phinney-Walker Clocks Since 1915, 30 Irving Place, New York 3, N. Y. 
CANADIAN OFFICE: Semca Clock & Watch Company of Canada, Ltd., 103 Richmond Street East, Toronto 1, Canada 
See SEMCA and PHINNEY-WALKER Clocks at the NACJ Convention in Chicago, July 29 to August 2nd. Booth “A-65’, Exhibition 


Hell. Conrad Hilton Hotel. Also ot the ANRJA Convention in New York, August 26th to 30th. Space £17-£18, Waldorf-Astoria 
Copyright 1956 Semca Clock Ce., ine. 





vertising Creates Millions of Prospects! 


thousands of _— in wane given — FREE! CASH! Fabulous Diamond Rings! Customers 
ll come to you... to enter... to see... and buy Feature Lock Interlocking Diamond Rings! 


And there’s * 3000. 00 in cash awards for YOU! 


Equal opportunity for every store, large, medium and small. 
You can win one of the 21 PRIZES! 


Viet ws at the shows: Chicago: Conrad -Hilton, July 29th-August 2nd, Suites: 2400-2401-2402A New York: Waldorf-Astoria, August 26th-30th, Feature Ring Swite. 


FEATURE RING COMPANY, INC. « 130 WEST 46th STREET - NEW YORK 36, N. Y. 














1 VOW the WINNER Mr. Jowalor/ 


YOUR STORE becomes CONTEST HEADQUARTERS! 


You will have the FREE ballot-entry forms! You will have attention-compelling window 
streamers, displays, newspaper ad mats, TV films, Queen of Diamonds folders, and other 
_hard-selling dealer aids! 
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feoture Ring Company tnc., 130 West 46th Street, New York 
Gentlemen 
Please rush information regarding “Queen of Diemonds” Contes. 
() | now sell Feature Lock interlocking Diamond Rings. 

My wholesaler is 
CJ Sond me nomes of authorised Fosture Leck whelesolers. 









your 
Wholesaler, or mail coupon TODAY! 


LE EN eR RN 














GUEE™ OF GiAHMONOS @ CONTEST COPYRIGHT alsaett 
re CO 1966 FEATURE LOCK PAT BO 2607546 ANG OTHERS 
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PROVIDE YOUR FINE WATCH DEPARTMENT 
WITH MAXIMUM SALES 
AND PROFIT OPPORTUNITY 


Your customers know it! For years we have broadcast the fact that what- 
ever the style of watch, whatever the purpose, whatever the special need, 
Longines-Wittnauer makes it. The Longines-Wittnauer lines are the 
largest of any watchmaker in the world, offering a dazzling array of 
finest quality watches in exclusive styles to suit every personality; special! 
watches, as well, for every need and purpose. The Longines -Wittnauer 
jeweler need never miss the opportunity to make a sale. ( In this, our 
90th Anniversary Year, the Longines-Wittnauer watch story is being 
told through an advertising campaign of unprecedented size and impact. 
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HAT seRvVICES offered by the 
tailer are most appreciated by cus- 


W : 
tomers / 

According to a recent survey, cover- 
ing a total of 36 services, conducted by 
a New York advertising agency, they 
of importance: (1) 
reguiar charge accounts, (2) free 
delivery, (3) parking facilities, (4) 
a service for paying utility bills and 


are, in order 


(5) free gift wrapping. 
Other 
are: time payments, check cashing (not 


highly - appreciated services 


for paying bills), and C.O.D. orders. 


eo CENERATIONS., pub keepers in 
- England have signaled their nightly 
closing hour with a loud bellow which, 
by its sheer power, momentarily stills 
all other conversation in the room. 

(ne night recently a saloon keeper 
in Ipswich puffed up his lungs and 
let out his usual bellow. ln iting! 
he roared right into the eat of one 
Wasyl Nimenko, a Ukrainian-born 
watchmaker. Nimenko was 89 startled 
that he spilled his pint ol beer, 

That convinced Nimenko that some 
thing had to be done about the situa 
tion. Putting his watchmaking skill to 
work for a few days, he put togethes 
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SPEAKING OF THE JEWELRY TRADE 


a special clock, especially designed for 
closing pubs. 

Ten minutes before closing time, the 
new timepiece plays a gentle music box 
tune; five minutes later it flashes an 
amber light and tinkles softly. Exactly 
at the closing hour it flashes a red light 


and sounds a loud clanging bell, 


fy IMPORTANCE OF A 
, lhree cellmates iti a Russia i Prison 


were comparing notes on the “crimes 
that put them behind bars 

birst: “e came to work late a 
accused of absenteeism! 

Second: ae came to work f rly and 
WwW 4S accused oO} being ul spy! 

Third: — came to work on tin and 
ol an American 


was accused owning 


watch!” 


OE guesrvir MOMENT: A clerk in an 
exclusive Fifth Avenue jewelry 
shop was showing some fine jc welry to 


a custome! recently when 1 well 


dressed woman threw the door 
and bounded up to him. 
Kudely interrupting his conversation, 


“Do vou have a re 


open 


she blurted: 
volver?” 

The clerk's eyes popped in surprise 
and the instantly 
charged with tension. A moment later, 
the tension broke and the clerk 
breathed a sigh of relief: the woman 
explained that she meant a charm in 
the form of a revolver ! 


atmosphere was 


h" rHINGS in America are as totally 
unrelated as a baseball team and a 
jewelry store. 

Yet, the Aansas City Athletics, one 
of the most widely-discussed baseball 


a det of 
in Kan 


learns in the country. owes 


ewratitute for 
sas City to a jewelry aore 


its very existence 

lhat store, as reported in a new base 
ball book by rnest Mehl, i* at izberg « 
of Kansas City, 

Barney Helzberg, president of the 
firm, became so wrought up over the 
possibilities of transferring the old 
Philadelphia Athletics to Kansas City 
that he inserted a full-page ad in the 
local newspaper. 

lhe ad showed a small boy, wearing 
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Something new—classically de- 
signed charms in 14K yellow 
gold depicting the twelve signs 
of the Zodiac. Your customers 
will appreciate their great 
beauty as well as their versa- 
tility—they’re suitable for 
engraving on the back and 
they can be used as pendants, 
bracelet charms or earring 
drops. Available as cuff 


links. too. 


WeEFFERLING, Berry is well 
known for its wide variety of 
fine quality emblematic 
jewelry. We manufacture a 
complete line of Masonic, 
Shrine, Scottish Rite, Knights 
of Columbus, Elk, Moose and 
other lodge and fraternal 


jewelry. 


Actual size illustration reproduced from our latest catalog. 





NUMBER NAMI DATES NUMBER NAME 


012-1 Aries March ?2iteApril 20 3012-7 Libra 

3012-2 Tourus April Zito May 20 3012-8 Scorpio 

3012-3 Gemi May 2Zite June 2! 3012-9 Sagittarius 

3012-4 ance June 2toJuly 23 3012-10 Capricorn 23 to Jor SHOW 

3012-4 £0 July 24to Aug. 22 3012-11 Aquarius Jan 

124 rgo Aug 23 to Sept. 23 3012-12 Pisces Feb 21 to p Waldorf-Astoria Hotel 

CHARMS — Suitable for engraving on back. Can be used as Pendant, Bracelet Charm, or Earrir »s, Booth 76 

3012 -- | to '2 inclusive — $13.50 each 

906-4 — Cuff Links, availoble in any sign — $40.00 poir. 
(keystone) 


Wreerrertine Beery g CO. Kee Flats Soarksy 


saeemeseee AME@nmican oem eoecrtery 8 ROGE STREET, NEWARK BG, N. J. 


See us at the 


AMERICAN Revar, JEWELERS 
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an A’s baseball cap, saying his prayers 
beside his bed. Copy read: “.. . and 
maybe I shouldn’t ask for this but 
please bring the A’s to Kansas City.” 

Author Mehl calls Helzberg’s ad 
“more eloquent than anything that had 
been written of a city’s fierce desire to 
obtain something it wanted.” 

Copies of the influential ad were 
posted in the meeting room of the 
American League when the directors 
convened to consider the disposition of 
the Athletics. It was reproduced in a 
national and commented 
upon by numerous columnists around 
the country. 

Twenty-four days later, a check for 
$604,000 was drawn to owner Connie 
Mack—and the Athletics were on their 
way to Kansas City! 


magazine 


| barr DIAMONDS: The operator of a 

mid-western grocery store recently 
learned just how suspicious the buying 
public can be at times. 

As part of a special promotion, he 
placed four genuine diamonds, with a 
retail value of $500, into a large glass 
jar containing about 2,500 imitation 
stones. 

With each purchase, customers were 
allowed to select one stone from the 
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jar. A tie-in with a local jeweler en- 


abled them to have the stone appraised. 


For every stone taken to the jeweler, 


customers received a certificate good 
for $5 in groceries. 

Sounds like the promotion couldn't 
miss. It did, though, because one thing 
went wrong: most of the customers, 
apparently believing the promotion 
was phony, didn’t bother picking out 
a stone. Even the few that did reach 
into the jar didn’t bother going to the 
jeweler for an appraisal. 

When the promotion ended, the hap- 
less operator still had most of the 
stones, including the four diamonds! 


Oa STRIKE: Life in the little 
Alpine village of Besenello, Italy, 
was turned topsy-turvy the other day 
when one man walked out of his job. 

That one man, Sacristan Cornelio 
Calliani, held a key post in the town: 
he was the official ringer of the local 
church bell. 

For generations, the villagers have 
depended upon the bell as a timepiece. 
When Calliani walked out in protest 
against the town’s refusal to 1aise his 
pay, the entire village overslept. 

Hundreds of red-faced workers hur- 
ried off to their jobs hours late-——and 






























undoubtedly muttering some caustic 
comments about undependable time- 


preces. 


He GULLIBLE is the average cus- 
tomer about the price cuts of- 
fered by various retailers? 

Less than you might think, accord- 
ing to a recent survey conducted by 
Duquesne University and the Better 
Business Bureau of Pittsburgh. The 
finding showed that: 

(1) 95 per cent of the consumers dis- 
trusted alleged savings of 50 per cent 
and more. 

(2) 80 per cent of the consumers dis- 
believed reductions in price greater 
than 33-1/3 per cent. 





i IDEA: It isn’t that the Navajo 
Indians had anything egainst 
mothers-in-law; rather, it’s just that 
they knew how to keep harmony in the 
family. 

Navajo custom, you see, decreed the 
wearing of specially-designed earrings 
by every woman whose daughter had 
exchanged the home tepee for that of 
her husband. 

A typical specimen of this unique 
mother-in-law jewelry (a collector's 
item now) is a filigreed silver disk 
about 24%” in diameter with a bell in 
the center. 

When a Navajo husband heard the 
first faint tinkle from his mother-in- 
law’s earrings, he had ample time to 
make a clean get-away; he could re- 
main out of sight until the departing 
tinkle told him that the lepee was clear 
again. 

Hmm, there is a good deal to be said 
for such a custom—and the jeweler is 


just the man to revive it. 


oe FOR A CHANGE? A recent watch 
survey of men in the middle income 
bracket brought to light some startling 
information: 19 per cent of the men 
questioned had been wearing their 
watches for an average of 15 to 25 
years; another 18 per cent had been 
wearing the same watches for 10 to 
14 years! 

This means that two of every five 
middle-income men are walking around 
with watches at least 10 years old. 


Where: Chicago’s Conrad Hilton Hotel 


When: July 29-August 2 


CONVENTION AND NATIONAL JEWELRY FAIR 


Convention Program: 


SUNDAY, JULY 29, 9 P. M. Address of welcome by H. A. Goldberg, president of the NJA. 
Presentation of “29 Years of Service to Retail Jewelry Business.” Then, “The Gold 
Filled Story,” including a 15-minute introductory talk by S. L. Cantor, sales promo- 
tion manager, Gold Filled Manufacturers Association, and a 30-minute film. 


MONDAY, JULY 30, 10 A. M. Seminar on “Operating a Successful Retail Jewelry Busi- 
ness in the Present Economy.” Jay C. Lighterman, of Tappin’s Inc., N. Y., will preside 
and serve as moderator. Jewelers’ questions will be answered by a group of experts. 


MONDAY EVENING, JULY 30. A presentation of “Operation Cherub in 1956.” Chairman, 
Sol Blickman, Rogers Jewelers, Indianapolis, Ind. Jesse L. Bellew, manager, Retail Mer- 
chandising Division, The Saturday Evening Post, will make the main presentation. 


TUESDAY MORNING, JULY 31. An illustrated address on “Line-up of the Undesirables,” 
by Ben W. Heald, secretary and attorney of the Wisconsin Retail Jewelers Association. 
A symposium on “Conduct of Smaller Retail Jewelry Business” will follow. Alvin 
Levine, of Foote, Cone & Belding, advertising agency for the Watchmakers of Switzer- 
land, will be the moderator. 


* One of the most ambitious features of 
the National Jewelers Association conven- 
tion—designed to give jewelers something 
concrete to take home with them — will 
be a seminar on “Operating a Successful 
Jewelry Business in the Present Econ- 
omy.” 

This seminar, with the emphasis on in- 


stallment selling, will open at 10 o'clock 
Monday morning, July 30. Jay C. Lighter- 
man, of Tappin’s Jewelry Co., Inc., New 
York, will preside and serve as moderator. 
The speakers, qualified representatives of 
the retail jewelry business, will give intro- 
ductory talks, limited to five minutes each. 
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List of Exhibitors: 


Aaron, Samuel, Inc. ........ WB Booth 308 

o Watch Co., Inc. ........ Room 602A 
Adams, William, Inc. ...... ExH Booth 78 
Allan Company, The ...... ExH Booth 146 
Altheimer & baer, Inc., ExH Booths 123-124 


American Furniture Sales Co. 
a Suite 1604-05-06 


y aie Plastic Co. ......ExH Booth 27 

ene oui wade (303 coats ExH Booth 21 
poms ae. 4 os he aes ExH Booth 117 
Atlas Watch Corp. ............ Room 602A 


ae oe ee ee ExH Booth 70 


Baldwin-Miller Co.. Inc. ...ExH Booth 140 
Ballou, B. A. & Ce. ........... Room 610 
Banner Watch Co. ............. Room 656 
Bard, J. F.. Co., Ine. ........ ExH Booth 7 
Baumgold Bros. Inc. ......... Room 602A 


Bayer, Pretzfelder & Mills Ine, 
ExH Booth 35 
Bell Lamp Manufacturing Corp. 


ExH Booth 36 

Benrus Watch Co., Ine. 
Participation Suite 1005A 
Berco, Inc. ExH Booth 103 


Berman Watch Co., Inc. ....ExH Booth 22 
Bieler-Levine, Inc. .... WB Booths 307-309 
Braude, Emil & Sons, Inc. ...... Room 501! 


Bron-Shoe Co. The ....... ExH Beoth 17 
Brown & Gravenson, Inc. 
WB Booths 342-344-346 
Bulova Watch Co., Inc 
Royal bars Suite (23rd Floor) 


Cohen, A, & Sons, Corp. 
Waldorf Reom (3rd Floor) 
Color-Mail, Ine. 
2 Participation Suite 1604-05-06 
Columbia Diamond Rings, A Division of 
Axel Bros., Inc. ...... Astoria Ballroom 
(3rd Floor) 
Columbia “Tra-Fit” Diamond Rings (Axel 
RRS Oem Astoria Ballroom 
(3rd Fleor) 
Columbia Silver Co. Inc. ..ExH Booth 16 
Cuckoo Clock Mfg. Co., Ine. 
ExH Booths 104-105 
Cue (Phillips Buttrick, Inc.) ExH Booth 65 
Cyma Watch Co., Inc. .....ExH Booth 103 


Davidson & Sons Jewelry Co., Inc. 

ExH Booths 112-113 
Dennison Manufacturing Co. 

ExH Booths 54 

Diamond Associates, Inc. 

Participation Suite 
Dormeyer Corp. ........ ExH Booths 74-75 
IR ens cs cia wade ExH Booth 99 


Electric City Box Co. ...ExH Booths 79-80 
Elgin American Co. ............ Room 657 
Elgin National Watch Co. 

Skyway Suite 2319-2320-2325 (23rd FI.) 
Enicar Watch Corp. ........ ExH Booth103 
Fairbanks Ward Industries, Inc. 

ExH Booth 68 
Fantasy of Jewels .........ExH Booth 122 
Feature Ring Co. 
Participation Suite 2400-0102A 
Fiddelman, J. & Son, Ine, 
Partie ‘ipation Suite 1000-01-02A 
Flex-Let Corp. .. Participation Suite 1600-01 
Forestville C hook Co., Inc. ...ExH Booth 8 
Forman-Cutler Co. .........WB Booth 310 
PUG UR Os dibs doce ctaks ExH Booth 48 


EOP Oe ExH Booth 61 
Gemological Institute of America 
ExH Booth 49 
Gift Box Corp. of America 
FxH Booth 153 
Gold Filled Manufacturers Aven. 


ExH Booth 15 
Goldstein-Gerson Co., Ine. 


Participation Suite 2100-01-02A 
Goodman & Co. ........+.-. ExH Booth 24 
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Gramercy Ady. Co., Ine. 
Participation Suite 
Gruen Watch Co. 


Skyway Suites 2305A-06A (23rd FL) 
Gunst, Kanow and Gassin, Inc. ..Room 509 


Hamilton Watch Compan 
Madr Suite 1905A-07A 
Harlee Creations, Inc. ...... WB Booth 303 
Heirloom Clock Ce., Inc. 
ExH Booths 110-111 
Heiss, Oscar, Watch Co. .....ExH Booth 96 
Helbros Watch Company, Inc. 
Participation Suite 1400-01 


Heller-Tara, Inc. ..........- ExH Booth 82 
Herscovitz, Sam, Co., Inc. ...ExH Booth 42 
MN ee ae a ExH Beoth 116 


Howard Ring Company ....ExH Booth 121 
Huye Space Saving Box System, Inc., 
ExH Booth 151 


Imperial Pearl Syndicate, Inc. 
ExH Booths 90-107 
Incabloc Corp. ....ExH Booths 118-119-120 
International Cultured Pearl Co. of Chicago 
ExH Booth 55 
International Silver Company, The 
Participation Suite 1804A-06A-08A 


Jackson China Co. ....ExH Booths 149-150 
Jewelers Acceptance Corp. 
Participation Suite 2300-01 


Jewelers’ Circular-Keystone, The 
ExH Booth 64 


Kahn, L. & M.—Jacobson Bros., Inc. 
Participation Suite 2504A05A-06A 


Karpeles Rosary Co. ....... ExH Booth 23 
Katz, Frank M., Inc. ........ ExH Booth 41 
Kayeraft Co., Ine. cua cahee FxH Booth 155 
Kienzle Clocks by Orbros. .ExH Booth 143 
SD Eee ExH Booth 114 


Korn, Wm. & Co. 

ExH Booths 1-2-34-160-161 
Kramer Jewelry ........... Rooms 505-507 
Kreisler, Jacques Mfg. Corp. ....Room 500 
Kushner & Pines, Inc. ........ Room 509A 


L.M.D. Jewelry Mig. Corp...ExH Booth 129 
Landau, Max & Co., Inc. ...ExH Booth 128 
Lederer. Victor E. Co. ......ExH Booth 53 
Lieber & Lerner ........... ExH Booth 25 
Life Magazine ............ ExH Booth 147 
Lifton, Harold Co. ......ExH Boothe 71-72 
Lipschutz, Joseph ............ Room 602A 
Lies, Harry 
Longines-Wittnauer Watch Co., Ine. 
Participation Suite 1005 
Luria, L. & Sen, Ine. 
Beverly Room (3rd Floor) 


Magna-Lux Corp. .........- ExH Booth 144 
Manhattan Novelty Corp. ...ExH Booth 77 
i  ccaeechs éeneed Room 612 
Marcel Boucher et Cie ..... ExH Booth 92 


Marhill Co., Inc. The ...... ExH Booth 43 
Mastercrafters Clock & Radio Co. 
ExH Booth 56 
ee Bs conn eee cade ExH Booth 44 
Meeker Company, The ..ExH Booths 12-13 
Mele Mfg. Co., Ime. ........ WB Booth 305 
Merchandise Selectors, Inc...ExH Booth 81 
Milber Watch Co. .......... ExH Booth 22 
Milhening, J. Ine. 
Participation Suite 1100401 
Minnesota Mining & Mig. Co. 
ExH Boothe 4647 
Miracle Diamond Rings (Shiman Bros. & 

Co., Ine.) 

Private Dining Room No. 1 (3rd Floor) 
Monarch Watch Co. Ine. ...ExH Booth 72 
Morris, Norman M. Cerp. 

Portieipation Suite 1505-06 


Naples Ce., TiO. cccscsccevers Room 504A 
o* — Engraving Machine 
nipvineiaiaaw WB Booths 302-3 


nog American Philips Co., Ine. 
ExH Booths 10-11 





es Watches (Norman M. Morris 
Participation Suite 1505-06 
.NoH Beoths 162A-163A- 
179A-180A.- 181A-182A-183A-196A-197A 
I ae ee Exli Booth 143 
Oriental Metaleraft ....... ExH Booth 100 


Pakula and Company. ..Rooms 505A-507A 
Paramount Wedding Ring Co., Ine. 


se ee © 


Rooms 601-602 
Parker-Allen Industries, Inc. 

WB Beoth 321 
Paro Industries .:........+ss+: Reom 614 


Pell Jewelry Manufacturers. WB Booth 318 


Pennine Brothers, Inc........ Room 512A 
Perregaux, Paul, Watch Co....ExH Booth 9 
Phillips Buttrick, Ine....... ExH Booth 65 
PEE GOUMA. ccoccocceces WB Booth 328 


Polishook, K., & Son Corp... ExH Booth 98 


Radio Corp. of America....ExH Booth 93 
Reich, M. A., & Co........-. ExH Booth 57 
Remington Rand Dealer Sales Division 
of Sperry Rand Corp....EaH Booth 134 
Remington Rand Electric Shaver 
Division of Sperry Rand Corp. 
ExH Booths 158-159 
Renoir of California........ ExH Beoth 48 
“Retail Jeweler” (Associated Jewelers 
of America, Ine.) ....... ExH Booth 142 
Richie Premium Corp. 
'B Booths 342-344-346 
Robbin Products ........... ExH Booth 81 


Robinson, Edward B......... ExH Booth 97 
Rockwell Silwer Co........ ExH Booth 152 
Romaine, Francis, Displays. .ExH Booth 67 


Ronson Corp. ..... ExH Booths 125-126-127 
Roth Brothers Jewelry Corp..ExH Booth M4 
Roto Broil Corp. of America 


FxH Booth 148 
Royal Leather Goods Co....ExH Booth 62 
Sacks, H.. & Sons.......... ExH Booth 102 
Sarkin, David, Ine......... F«xH Booth 37 
Savoy Watch Co., Inc........... Room 658 
EE E«xH Booth 41 
Schick, a a veaséeei ExH Booth 95 
Schwarez, A. & Son, Inc..... Ext Beoth? 
Selsi Company, .. caseees WB Booth 306 
Semea Clock Co. Inc...... ExH Booth “A” 
Semca-Phinney Walker (Semea 
CHOU Glin MIG co ccccccs ExH Booth “A” 
Severino Jewelry Creations. .ExH Booth 40 


Sheaffer, W. A.. Pen Co....ExH Booth 156 

Shiman Bros. & Co., Ine......... Private 
Dining Room No. 1 (3rd Floor) 

Shriro Watch, Inc..... Istanbul Suite 1606A 


Silvereraft Co. Ine......... ExH Booth 101 
Silwerman Sales .......-+«++++> Room 611 
Speidel Corp. .......... ExH Booths 86-87 

ae gg iy. S Giis cases ExH Booth 4 


eoesdberanueat FxH Booth 63 
Stetson ; shine Co... ExH Booths 131-132-133 
Sunbeam Corp. ......... FaH Booths 38-39 


Syndicaie Diamonds, Ine. 
Participation Suite 1000-0102A 


Tannebaum. B.. & Co., Ine... ExH Booth 44 
Underwood Corp. .......+. ExH Booth 94 


Vitoge Co., The...... .. WB Booth 320 
WO, EOUES sitccccrcoccnes Fal Booth 4 
Volupte, Ine. ...ExH Booth 65 & Room 600 


Watchmakers of Switzerland 
FxH Boothe 88-89.108.109 
Waterman Pen Co. Ine...... ExH Booth 83 
Westclox (& Seth Thomas 
Division) ....... ExH Boothe 137-138-199 
Wharton Mig. Co......... ExH Booth 154 
Wiesner of Miami. Inc... aH Boothe 56-59 
Wiesner, Joseph, Inc.. WB Booth M1 
Winston, Harry, Ine.. Participation Suite 
Wood, J. R.. & Sona, Ine. 
Participation Suite 2200-01402A 


Woods, Patrick ....... ExH Booths “A"-45 
Wyler Watch Agency, Inc...... Room 610A 
Zenith Radio Corp.......... ExH Booth 18 


Barr's Jewelers and Silversmiths, Philadelphia credit 
chain, made their service department a profitable 


operation by: 


Increasing watch repair advertising in several media. 
Advertising a “package price” for service. 

Employing at least one skilled repairman in each store. 
Offering each repair customer a substitute watch on loan. 
Making the service department prominent in the store layout. 
Urging repair customers to open an account with the store. 


Selling repair customers on new watches and attachments. 


WAKE UP YOUR SERVICE DEPARTMENT ! 


* Again, the retail jeweler has been dormant, watch- 
ing competitive businesses encroach upon a valuable 
segment of his traditional business—the service de- 
partment, primarily the watch repair department. 

An examination of most of America’s larger urban 
communities will reveal that during the past decade 
or 80 watch repairs have walked out of the retail 
jewelry store, their traditional home, into the grow- 
ing departments of department stores and mushroom- 
ing small watch repair shops, stalls in barber shops, 
and the small jewelers who, for the most part, are 
trained, career watch repair men who have set up 
service outlets for themselves with retail jewelry as 
a side line. 

In a city like Philadelphia, as in other major Ameri- 
can cities, the watch and jewelry repair departments 
of the five major department stores, with their grow- 
ing suburban branches, have become the repair cen- 
ters for jewelry and watches during the past 15 years, 
while the repair departments of most jewelry stores 
have stagnated. 

True, department stores enjoy a traffic flow greater 
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Too much of the profitable business that once flowed 


Milo the service department of jewelry stores has 


been diverted. Myer B. Barr, head of a Philadelphia 


credit jewelry chain, tells 


now he successfully fought 


the competition. 











than any retail jewelry store could hope for— 
but this was also true a score of years ago. The 
the 
growth on their part in volume sales and ser- 


department stores, cognizant of necessary 


vices, became quickly aware of how to exploit 
the repair services by offering lower prices, faster 
service and stepping up their publicity. 

In addition to these positive actions, the cus- 
tomer found himself generally within easy reach 
of the department store repair service section 
which, as a rule, is well exposed to the public 
and is not relegated to a rear location or semi- 
obscured position in the store as is quite preva- 
lent in jewelry stores. 

Barr's, with eight stores in the Delaware Val.- 
ley, enjoying a constant flow of volume in jewelry 
sales and related jewelry store gift itcms, became 
more acutely aware of this strong competition 
many The convenient placement of 


years ago. 


oe 
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our eight stores dots the Delaware Valley Area 
with locations that can cater to a potential of 
5,000,000 persons. To woo the department store 
service customer meant a drastic up-grading and 
exceptional promotional efforts to restimulate our 
repair services. 

An adjustment of our prices for service charges 
and the installation of a package price unit as an 
advertising “lead’’ was inaugurated, in competi- 
tion with department store fees, and also the 
fees of the neighboring watch repair jeweler. 

The employment of at least one person in each 
of our stores as, primarily, a watch and jewelry 
repair service man with the basic background 
and education of a skilled horologist became nec- 
essary, so that in each of our locations one man 
can speak to the customer with the knowledge, 
authority and technical know-how of an expert, 
and can do most minor repairs on the premises, 
plus occasional major repairs during the course 
of his day’s activities. 

A stepping-up of advertising promotion on 
watch repairs in all media of publicity such as 
television, radio, direct mail cam- 
paign and window displays acquaint our custom- 
ers with the fact that Barr's is in the watch and 


jewelry repair business as an aggressive phase 


newspaper, 


of our operation and not just another incidental 
service reluctantly offered. 

One of 
the accumulation of several hundred “loan-outs,” 
trade-ins 


the more important iniovations was 
a choice selection of repaired watch 


cleaned up—with new bands. In our advertising 
we made clear the availability, free of charge, 
of these watches to our repair customers while 
This 


for every cus- 


their own timepieces were being serviced. 
general availability of “loaners”’ 
tomer was something new in jewelry store service. 
1112-14 Chestnut 
St., in the heart of the department store area, is 


Qur central city location at 


i short two blocks from the wholesale-retail dis 
trict, and meets the strongest type of competition. 

The service desk is clearly exposed, with three 
H-foot 


manned by no fewer than two experienced bench 


cases backed up with wall cases, and 
men, one experienced in jewelry repairs and the 
other a competent horologist. 

It is a service department in a complete sense 
in that, in addition to handling watch and jewelry 
repairs, it also handles repairs of clocks, shavers 
and other items. The customer is given a com- 
plete explanation of the necessary work to be 
done on the item offered for service, and an exact, 
overall charge. But this is 


until time, attention and a careful examination 


itemized not done 
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If you don’t sell charms, this JC-K survey 
will show you how profitable they could be. 
If charms are already an established part of 
your business, this article will show you how 
your operation fits into the overall pattern 


of retail stores throughout the nation. 


GOOD BUSINESS 


¢ It is written in the Song of Solomon: “Set 
me as a seal upon thine arm,” and this 
biblical phrase is as appropriate today as it 
was thousands of years ago. 

In ancient days, amulets—or charms— 
were worn because their owners were super- 
stitious, as well as sentimental. Today, as 
most retail jewelers realize, charms still have 


} N A a, Mi A ® Lo a basic appeal—they symbolize important 
events and interests in people’s lives. 

While sentiment now comes first, charms 
as symbols of good luck still are popular. 
Also, they may have a religious connotation. 

Yes, jewelers know about charms in a gen- 
eral way. But precisely how important is the 
charms business, just how many jewelers sell 
them, what importance do retailers attach to 
them ? 

To answer these and other questions, JC-K 

fe A C K A G a prepared a questionnaire. It was mailed to 

roughly 2000 jewelers, and the returns were 
sufficient to assure the reliability of the re- 
sulting figures. The percentage of question- 
naires sent into each geographical area cor- 
responded closely to the percentage of na- 
tional jewelry sales in that area. 

Outstanding among the facts demonstrated 
by the survey were: 
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minority may well look to this facet of the 
jewelry business for a clue to the betterment 
of their own profits. 

Among the surveyed jewelers who sell 
charms, what percentage of their overall 
business do they credit to these items? The 
survey shows: 

47 per cent do 1-2 per cent of their busi- 
ness in charms, 

27 per cent do 2-5 per cent of their busi- 
ness in charms. 

4 per cent do 5-10 per cent of their busi- 
ness in charms, 

Only 22 per cent do slightly less than | 
per cent of their business in charms. 
When you consider that in a store with a 

$100,000 gross, as little as 1 per cent of that 
business in charms means perhaps 400-500 
individual sales, you will see just how im- 
portant charms can be. 





® A $26,000,000 BUSINESS 


1. The total retail volume of charms in 
jewelry stores is around a $25,000,000 
business annually. 

2. Of all retail jewelers, about three- 
fourths sell charms. 

3. The dollar volume in jewelers’ charm 
business has gone up during the past five 
years. Of the retailers who completed the 
questionnaire, 63.3 per cent reported a rise 
in their charm business. Of these, 56 per 
cent said the volume increased up to 49 per 
cent, 21 reported a rise of 50 to 100 per 
cent, and 23 per cent happily told of in- 
creases from 100 to 500 per cent. 


® PROFIT-MAKERS FOR 7 out of 10 





So—when better than 7 out of 10 jewelers 
do an active business in charms, the inactive 


® A YEAR-ROUND TRAFFIC BUILDER 


Any line of merchandise that accounts for 
that many single sales, that brings so many 
customers into contact with the jeweler’s 
total stock of diamonds, watches, silverware, 
china and crystal, that builds traffic through- 
out the year, is certainly worth the consid- 
eration of any retailer. 

The growing importance of charms is veri- 
fied by manufacturers. One maker tells of a 
10-fold business upsurge in the past decade. 
Another reports that 1955 sales were one and 





one-half times as great as they were in 1954. 

While the JC-K survey of retailers ties in 
with manufacturers’ reports to prove the im- 
portance of charms sales, consumer surveys 
demonstrate that public acceptance of charms 
is greater than ever before. 

Once considered “junk jewelry,” charms 
now are eagerly bonght and proudly worn by 
taste-conscious Americans—by the wife of an 
automobile manufacturer, who turns up at 
a Metropolitan Opera box wearing diamond- 
studded platinum miniatures of her hus- 
band’s latest models, and by the teen-ager 
who carries her boy friend’s picture in a tiny 
bracelet locket. 

Occasions still are the springboard for vol- 
ume business in charms. Birthdays, anni- 
versaries, graduations, Mother’s Day—all 
these are good for the sale of charms. So are 
occupations—silver or gold symbols of the 
way a person makes a living are popular, 
year in and year out. Hobbies are a “nat- 
ural” for charms. 

And, as they were thousands of years ago, 
good-luck charms are still very much with us 
—ask any manufacturer of miniature horse- 
shoes, rabbits’ feet, four-leaf clovers, wish- 
bones, wishing wells or other objects that the 
wearers hope will ward off trouble! 


’ 
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® SELL FROM THE CATALOGS 


Knowing that retailers can show but a 
fraction of the charms that are available, 
manufacturers urge jewelers to keep cata- 
logs handy so that customers can be shown 
photographs of complete lines. 
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It is interesting to note that although the 
variety of charms is endless, with some indi- 
vidual manufacturers making thousands of 
different items, most jewelers stock only a 
small sampling of what is available. And 
understandably. 

In JC-K’s survey, 61 per cent of the re- 
tailers said they stock fewer than 100 dif- 
ferent charms. Of the others, 

23 per cent stock 100-199 pieces. 

7 per cent stock 200-299 pieces. 

5.5 per cent stock 300-499 pieces. 

The remaining 3.5 per cent stock 500 or 
more pieces. 

Jewelry store shoppers are open to sugges- 
tions for charm purchases, the survey shows. 
Thirty-six per cent of the jewelers said that 
most of their charms were sold just that way 
—they took it upon themselves to show a 
shopper the selection, bolstered by the almost 
infinite variety in the pages of catalogs. 

Another 38 per cent of those who com- 
pleted JC-K’s questionnaire said most charms 
were sold from counter displays, while the 
remaining 26 per cent reported that window 
displays were responsible for the bulk of 
their charms business. 


® WOMEN BUY MOST CHARMS 


Not surprisingly, since charms are worn 
mostly by women, they are purchased mostly 
by women. The JC-K survey shows: 

65 per cent of the jewelers say women 
buy 70-100 per cent of all charms. 
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22 per cent say women buy 50-69 per 
cent of all charms. 

Only the remaining 13 per cent said that 
women buy less than half of the charms 
they sell. 

Another significant part of the survey is 
the price classifications. In answer to JC-K’s 
question, “What is the most popular price 
range for charms?” 74 per cent of the re- 
tailers said $5 or under. In more detail, they 
said: 

35 per cent—below $2. 

39 per cent—$2-$5. 

15 per cent—$5-$10. 

9 per cent—$10-$20. 

2 per cent—above $20. 

So, while custom-made charms, the dia- 
mond-studded symbols of a movie actress’ 
career or a millionaire’s business, are the sub- 
ject of newspaper and magazine stories, it is 
the mass-produced charms, those inexpensive 
and well-made objects that secretaries and 
switchboard operators and housewives and 
high school girls buy—it is these that make 
up most of the jeweler’s business in charms. 

However, while 74 per cent of all jewelers 
find $5-and-under the most popular price 
range, there still is a very definite place for 
those charms in the better-than-average price 
categories. 

As a Texas jeweler wrote on the JC-K 
questionnaire, “Price is no object when the 
customer wants solid gold—as long as you 
can supply just the charm she is looking for.” 

The lesson for the jeweler is simple—there 
is a uni ersal appeal in charms. Whether 
they cost $2 or $20 or $200, they have a place 
in the retail jewelry store. Women buy them 
—and so do men. They are manufactured in 
startling variety, to suit every taste, every 
hobby, every occupation—most of all, every 
sentiment. 

Let the profitable experience of other jew- 
elers, as brought out in this survey, be a stim- 
ulus for your own operation. Remember, the 
business of charms is very much like charms 
themselves—it’s a good thing in a small 
package. 
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by Jerry Gewirtz 


CHARMS 


Always Fashionable for 


Farm Ladies and First Ladies 


Charms, always a staple in 
the jewelry store, are current- 
ly enjoying an even more 
favored position. 

Originating hundreds of 
years ago when the amulet 
was popular, and developing 
more appeal through the 

centuries, the charm today has a wide and grow- 
ing group of devotees. 

Typical in the wide market to whom the manu- 
facturer and retailer are appealing are the two 
charm bracelets illustrated. One of them is owned 
by Mrs. Dwight D. Eisenhower, the other is the 
possession of Helen Kane Kelleher, a farm wife 
in lowa, who was presented with hers on “This Is 
Your Life,” long-time television program that has 
helped catapult charms to their present popular 
position. 

The range of styles in charms is just as diversi- 
fied as the people who buy them. For the charm 
business is essentially a highly personalized one, 
representing for each purchaser the symbols of 
the highlights in her life. 

Despite this individualized buying, there are 
some fashion trends that frame or rather limit the 
style directions of new designs. 

The overall importance of the bracelet, for ex- 
ample, helps focus fashion attention on the charm 
bracelet. The last few years and this spring and 
summer, the popularity of short-sleeved and 
sleeveless costumes has helped swell the sales of 
charm bracelets and charms. 

The dimensions of new jewelry also help set 
style horizons. The more massive charms this 
spring are enjoying an enviable sales position, es- 
pecially in metropolitan areas. This trend toward 
the bulky will continue into fall with many new 
ready-to-wear silhouettes looking to jewelry for 
the accent. 

National habits also influence the type of charms 
that become fashionable. Introduced first in Euro- 
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Both farm lady and First 
Lady wear charm brace- 
lets, fashioned by Marchal 
Inc.. New York. High- 
lights in the tife of Mrs. 
Dwight D. Eisenhower 


are symbolized on her 


bracelet. The top photo- 


graph shows the charm 
bracelet worn by Mrs. 
Helen Kane Kelleher, 
farm wife, who was fea- 
tured on the TV show, 


“This Is Your Life.” 
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imperial Pearl Syndicate introduced a line of 
gold-filled eharma some five years ago and 
found a ready market The baby shoe and 
graduation cap still ere favorite pieces to mark 
great occasions. The cap retaile for #7.50, the 
shoe for 412.50. The shoe is made with cul- 
tured pearls and « sapphire or ruby, the gradu- pean countries, small enamel-finished flags of each 
country are now moving into the jewelry stores 
here. More and more Americans are traveling and 
want to own a charm that represents a country 
they have visited. A new line that complements 
the flag charms consists of state emblems, also 
vividly and authentically colored in baked enamel. 

Technical innovaticns also add their impact to 
new fashions in charms. The movable charm, 
characterized by some jewelers as the “tricky 
trend,” is reaching a peak in this year’s new lines. 
One manufacturer has an oil well that actually 
pumps. 

The rising national standard of living and in- 
crease in average income have seen the addition 
Remasteam Chases Cave, contheliass on sentins in the last five years of an extensive choice not only 
interest in the mechanical, with an ofl well of gold-filled charms, but of gold and sterling. 
pump that really works, and in the sentimental, With more money and more leisure, new hobbies 
ee ee Se a oe have created new charms that denote the partic- 
ular avocation. 

A review of the charms offered by individual 
manufacturers as wel! as stores, however, bears 
witness to the endless variety of charms available. 
One manufacturer has 800 charms; another, 1300; 
still another, 5000. 

What’s the trend in charms today? 
important style apse to The personalized is still popular! 
day. This television console The sentimental is still the style. 
by Walter Lampl, Ine., has The baby shoe is still tops to mark the newest 
a top that opens to show en arrival, though an angel with the halo dise adds 
enameled reserd, The arm is a twist to the staple grandmother bracelet. Rubies 
a ee for girls or sapphires for boys are added to a wide 
gold disc that has an angel with a jeweled halo. 
Another variation on the theme for grandmas is 
an exciting new process that allows a photograph 
of grandchild to become the permanent part of a 
crystal charm. 

The telephone is still a top charm to show how 
J. M. Fisher Co., which has con- a couple met, though the new enamel-colored crest 
sistently promoted miniatures fo _ _ of the larger cities in the country will offer the 
mene YOars, Glee up-te-cate Nene re Sa jeweler this vear an additional suggestion for the 
na, Th tee he interested beau who wants his gal to remember 
the sports devotee and the mask for = | the place as well as the telenhone call. 


Gold keys, available for some vears. will be 
PLEASE TURN PAGE 


ation cap with eultured pearls 


names and date Hoth of these charms are 


available in 14K gold. 


Color in eharma took on 
added consumer favor about 


six years ago and retains an 


mit a view of reeord albuma, 


enameled in seven colors. 


the theater-ever are two of more 
than 1200 of Fishers catalogued 
items, designed to meet every vari- 
ety of individual preference The 
line eomes in eterliing, #old-filled 


and 14K gold. 
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Use this color 


movie to promote 


your diamonds 


it’s yours FREE- 
to show in your town 


a dramatic 
professional 
production 


25 minutes of 
entertainment and 
information 


Produced just 2 years ago, this spectacular diamond film 
in sound and color is a popular audience attraction, has 
already been seen by nearly 10,000 school and club groups, 
been presented more than 400 times on TV. Its yours to 
use, on a free rental basis, to promote your diamonds, 

Titled “A Diamond Is Forever,” it's ideal for showing 
before high school, college and club groups, for presentation 
as a sales-training aid, and fpr your TV program. 

A romantic story, fast action and magnificent color pho- 
tography make it a really memorable diamond film. There's 
an authentic sequence on diamond cutting, photographed at 
a leading New York cutting house...an interesting tour 
through the diamond mines, taken on location in South Africa. 

For details on how you may obtain the film, “A Diamond 
Is Forever, to show in your town, write to the exclusive 
distributors, Association Films, Inc., at the address nearest 
you: 

347 Madison Avenue, New York 17, N. ¥.: Broad at Elm. 
Ridgefield, N. J.; 561 Hillgrove Ave., La Grange, IL; 351 
Turk Street, San Francisco 2, Calif.; 1108 Jackson Street 


Dallas 2. ‘lexas. 


Tie in with the national diamond promotion 


—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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Colortaliy ornamented with simu- 
lated colored stones, the sea horse 
charm and bracelet is offered by 
Maree] Boucher et cie. The charm 
bracelet is part of an ensemble that 
has « matched pin, clip and ear- 
rings. Almost all of the costame 
jewelry manufacturers have added 
charms to their lines as the demand 
continues to grow. 


Individual taste, with each charm 
representing an important event in 
the life of the owner, determines 
the sales importance of each item. 


Here are charms by Carl-Art, Ine. 


To symbolize the purchase of a 
new ear, or to please the collec- 
tor of antique autos, Bloan & 
Co. offers these charms to dangle 
prettily from a bracelet. The 
line is varied and complete, to 
appeal to every taste in the 
wide-ranging field of sautomoe- 
biles, both old and new. 


Marchal Jewelers is offering «a 
new line of “portraite in erys- 
tal,” « eharm that has any 
image permanentiy sealed in «a 
photosensitive eryetal encased in 
gold. Here again, the appeal is 
to the sentimental customer who 
wante a personal, meaningful 
charm. Marechal prices its 
charms from 824 Keystone. 


How about a birth certificate 
charm’ or a tiny plano? 
Roth are offered by Aetna 
Creations, among a line of 
many cholees for customers. 


An anchor with a moveble 
part end an artist's palette 
with samples of color are but 
two of the many charms 
offered by Welle Manufactar- 
ina Co. The line ts offered in 
sterling silver. Welle sets the 
keystone price of the anchor 
at 82.40, the palette at 60¢. 


promoted this year by one company as the golden 
anniversary gift. 

Colored stones will appear more lavishly on 
charms in the base metals, with the colors bright 
and vivid to dramatize the new brown tones for 
fall. 

What are the best sellers for this month? What 
should the jeweler have on hand—and out on 
display ? 

He should most certainly include the individual 
new charms for the collector as well as some of 
the very tricky new ones for the window and 
counter browsers. These make news and conver- 
sation lead-ons. He must, however, have on hand 
the good old staples that for the last three to five 
years have been providing a steady stream of 
business for the jeweler. The calendar, the clover, 
the heart, the baby shoe, the graduation cap, the 
television set—these are still sales leaders. 

Remember always that the fashion must be 
tempered to suit the buyer and what happened 
in her life. Remember, too, that gold may not suit 
the budget of your particular buyer. Sterling 
charms open your doors to a vast new number 
of teen-age buyers, but they also invite the pur- 
chase by many married women who prefer silver 
by virtue of the price and sometimes the color. 

Increased national advertising, the prominence 
of the program “This Is Your Life” and the gold 
bracelet presented to each week’s guest, the im- 
portance of personalized jewelry that started long 
avo but reached a new crest during World War II 
have all helped to make the charm business just 
as lucky as the word charm connotes. 

Charms are not seasonal. They are a daily 
business, just as birthdays and anniversaries are 
daily occurrences. Use individual new charms that 
are fanciful and new to attract your customers’ 
interest. Move your buyers into the purchase of 
those charms that are styled to suit the occasions 
in their life. 

The only sales limit, then, is the number of 
events they want to remember. 
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DRAMATIZE 
WATCH REPAIRS 


IN YOUR WINDOWS 





Feathed  kech 

Bh Ape ste 

ee yl ne 

“Pi te A 
5 Tie ar 


A. Arn electric train model sets the accuracy theme. Then, the 
copy: “To catch a train—or run one—an accurately running 
watch is essential.” Copy is set in station announcement style. 


by Virginia Dixon 


* In many jewelry stores, the 
watch repair department is con- 
sidered an important member of 
the firm, both in its own right 
and as a traffic builder for other 
departments. 

It is given its share of the 
store’s newspaper and direct 
mail advertising and may be in- 
cluded in radio and television 
spots, but rarely is the repair 
department promoted in the 
store’s windows. 

Because service rather than 
merchandise is offered, the pos- 
sibilities of window promotion 
are often overlooked even when 
the repair counter is adequately 
covered in other forms of store 
advertising. 

Admittedly, it is harder to 
display a service than a silver 
bow! or a china plate, but it can 
be done and this service aspect 
of your store’s merchandising 
is such an important one that 
no promotional effort for it 
should be overlooked. 

Selling a service through your 
window calls for more drama- 
tization, more color, more back- 
ground and more props than a 
merchandise display requires. 
Watch parts, watchmaking tools, 
photographs of watch repair 
operations, diagrams of watch 
mechanisms and similar mate- 
rial will be helpful in these dis- 
plays, but they will need to be 
supplemented with other mate- 
rials to create a dramatic sell- 
ing story. 

You are not selling fascinat- 
ing little watch parts, or even 
the skill of your watchmaker, 
but the satisfaction of carrying 
an accurate timepiece which will 
ensure its owner’s not missing 
a train or being late for a date. 
The jeweler still has a major 
educational job to do in teach- 
ing the genera! public to appre- 
ciate and care for the fine time- 
keeping mechanisms which they 
so casually carry on their wrists 
and in their pockets. 

The possibilities for telling 
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Winner of “Diamonds, U.S.A.” Award for outstanding achievement in jewelry Design. 


over 30 years 
of service to the 


jewelry trade... * 


For over 40 vears Raymond Abrahams | 
supplying itat jcwe lers tnroughout tile Country 


with the unusual in precious jewelr 


ror those who desire the finest | 


quality and value. Ravmond Abrahani 


offers Nis unique ' RL riciice Tare he | 
: ; 


Available on consignment 


ror your J cj i} PCeCuiIrc¢niict 





2 
Kk Raymond Abrahams 
551 Fifth Avenue, New York 17, N.Y. - ari — MUrrayhill 7-0457-8 


For prompt attention please address all inquiries Dept. K-42 
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your story effectively are many, 
for it is an important and in- 
teresting one to every person 
who wears a watch and that in- 
cludes just about everybody 
these days. Make it colorful 
enough to draw attention and 
factual enough to hold interest. 
Above all—tell it from the point 
of view of the customer. Here 
are several suggestions for pos- 


B. A mobile of fine wires carries an assortment of watch parts. sible watch repa:r displays. 
An open watch movement is shown under magnification to Your own experience should 
attract passersby. Finally, a photograph and biographical suggest many other ideas which 
sketch introduce your watchmaker. can be carried out in similar 


fashion. 
A unit of a model electric 
train set is used in Sketch “A” 
to dramatize “railroad accu- 
racy” in fine watches. The train 
set occupies the center of the 
window floor with a _ poster 
against the center background 
designed to resemble a railway 
station announcement board 
with copy indicating that “To 
catch a train—or run one—an 
| ie accurately running watch is es- 

. , =, tiadt al sential.” 
f° ft Po." We / eae : The poster is flanked by 
a” Jha adil a fs boards such as are seen at most 
, | watch repair counters, holding 
tagged watches waiting for pick- 
up or further adjustment. Small 
cut-out running figures in sil- 
houette in the window fore- 
ground suggest hurrying travel- 

D. Here, you can remind your customers of some of the every- ers. 

day things they should do to care for their own timepieces. Your local toy store will prob- 


ably be glad to lend you a dem- 
onstration train set which can 
be operated in your window, in 
return for an acknowledgment 
card in the display. Include as 
many accessories as possible— 
signal lights, gates and station 
house. Time tables scattered on 
the window floor help carry out 
the “on time” idea. Watch 
bands can be shown on the floor 
around the train set. 

Don’t be afraid that this 
display will attract only the 
children’s interest. Miniature 
railroads exert a universal fas- 
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Cc. If you care for your car, you certainly should care for your 
watch, since it runs 24 hours a day, seven days a week—is the 
message of this window. 
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third of a series 


by William Scheibel 


sf § were 


(William Scheibel recently came out of retirement 
to write this series of articles for JC-K. A vet- 
eran of more than 31 years as advertising and 
sales promotion director for some of the jewelry 
industry’s largest companies, he brings to this 
series a sure knowledge of the field that can bene- 


fit his readers immeasurably.) 


°* What are your prospects this summer? Just a 
slack season, with plenty of time to worry and 
complain about business? 

Such a negative approach to the problem of 
business is, of course, harmful. If you look upon 
the summer months as a time to plan ahead for 
the busy fall and Christmas season, to consider 
every department of your store from the stand- 
point of inventory, display, advertising and pro- 
motion, these months you might ordinarily con- 
sider the doldrums of the year can take on new 
importance. 

In particular, you can consider your window 
displays for the coming season. Too many jewel- 
ers, like many other businessmen, fail to look at 
these vital display areas as one of their most im- 
portant tools in attracting new business. Month 
by month, let us consider the window display pos- 
sibilities. 

SEPTEMBER ushers in the important fall sea- 
son. Vacations are over, youngsters head back to 
school and college, and everyone begins to think 
of the busy days ahead. This is another good 
time to push the sale of watches, clocks, pen and 


e 
a jeweler 


pencil sets, picture frames, men’s jewelry, charm 
bracelets, electric razors, wallets and key chains. 

If I were a jeweler | would set the stage with 
a blown-up photograph of some well known col- 
lege building, or of the local high school, which I 
would place at the back of my window. Any stock 
photograph studio can supply such a picture at 
nominal cost. Or, a local photographer can be 
called upon to make a picture of the local school. 

This material would set the theme for the win- 
dow throughout the month. Directly on this blow- 
up I would letter the following—or have it done 
on a separate card which could be attached to the 
photograph: 

SEPTEMBER 
When the young folks go back to school 

In front of this prop, display all of the mer- 
chandise previously mentioned, neatly and prop- 
erly departmentalized, each group incorporating 
a card with this sort of selling on it 
PUNCTUALITY IS A PRICELESS VIRTUE 
Help your son develop it with a dependable watch 
A GOOD PEN AND PENCIL SET IS INVAL- 
UABLE TO A GOOD STUDENT ... ALWAYS 
ANY YOUNG LADY WILL APPRECIATE A 

LOVELY PICTURE FRAME LIKE THIS 

FOR HER DRESSER AT SCHOOL 

The addition of a few text books to this setting 
will help create the back to school atmosphere that 
we are trying to achieve. The local book store will 
be glad to lend an algebra, geometry, a chemistry 
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Supplying large watch firms 
for their diamond needs, 
We wish to serve you too. 











Memorandum selections 


5 es sent upon request. 
CENSOR BROS. & ROSENBLUM 


Diamond Importers & Manufacturers 


71 West 47th Street New York City 
JUdson 2-4184-5 
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A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


Drop earrings feature 
pear-shaped diamonds 
suspended with the 
tapered end down. 
Flexible pina can 

be formed into one 


large swirling clip. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


Many precious jewelry sales can be made by 
capitalizing on the customer's interest in design. 
By becoming familiar with these designs you will 
be able to sketch suggestions that will impress 
your prospects. You need not be an artist to do 
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this; a pad of tracing paper and some practice 
should give you the necessary confidence. Cut out 
and save these pages. They can be kept in a filing 
folder for quick reference. They can even be 
framed and displayed in your store. 
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For 


diamon 


We have a large 


Star Sapphires 


Star Rubies i eo euielal 2 Mamail?l tall em lal 


unmounted from 


Sapphires 2 which to make your 


stock of Precious 


selection. Let us 


Emeralds 


cooperate with you 
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a new 
creative 
idea... by 


CHAS. GOLD 


Smart new fashion with 
R an original and distinctive 
look — crossword charms 
that say “I LOVE YOU,” 
“YOU ARE MY LUCKY 
STAR,” “GOOD LUCK” and 
“NOEL,” beautifully made in 
14kt gold with matching No. 458 ORACELETS ware terews 
rope design bracelet. CHARMS CIGARETTE CASES 


P 





FARCLIPS TE CLIPS 


Send for loose leaf catalog. ORESS CLIPS VANITIES 
NECK CHAINS LIGHTERS 
Always | WATCH BRACELETS aL 


meth 


GOLD CHAS. GOLD & CO. 


36 WEST 47TH STREET, NEW YORK 36, N.Y JUDSON 2-4177 
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by Dr. Frederick H. Pough 


JC-K Gem Consultant 


This vessel is an example of 

how jade, the best known of the 
translucent and opaque green 
stones, can be artistically 

handled. (Photo: courtesy of 

the American Museum of Natural 
History, New York City.) 


GREEN STONE S ow sBaroaues and caBocHoNs 


* Haberdashers have found that recent fashion 
makes green one of the less popular colors in 
men’s wear, an unfortunate situation from the 
jewelry standpoint because of the numerous fine 
opaque stones that are available in green. 

The variety of greens already on the market 
makes the development of a new stone and a new 
deposit of this color a matter of no particular in- 
terest. An example of this occurred recently in 
brazil, where a new mine yielded occasional at- 
tractive specimens of common opal in a deep 
green color, not unlike New Zealand jade in ap- 
pearance, 

Since Brazil has no known jade occurrences, lo- 
cal dealers, unfamiliar with the world’s saturated 
green stone supply, immediately thought they had 
a great prize and hastened to place some stones on 
the market. The New York response was, of 
course, very discouraging, for the Brazilian green 
opal was not abundant in good quality stones, and 
they proved to be much more expensive (and more 
fragile) than the nephrite routinely supplied 
from Germany in calibrated sizes. 

Brazilians had a similarly disillusioning experi- 
ence a decade ago with an occurrence of precious 
opal. Although there were a handful of fine stones 
comparable to some of the better white Queens- 
land opals, the average quality was so much in- 
ferior to the Australian that the deposits could 
not be economically mined, and the gross original 


BS 


overpricing on the stones very promptly killed all 
trade in them. 

The best known of the translucent and opaque 
green stones is jade, but to different people jade 
seems to mean different things. Some who are 
considered “authorities” take a somewhat orien- 
tal attitude toward jade, and possibly it is the 
Chinese feeling for jade that has led to some of 
the confusion that now exists. 


Jade isn’t always green 

As an introduction to jade, let us say now: 
all jade is not green, and all green stones are not 
jade. That sounds like something anyone should 
know, certainly anyone in the jewelry trade or any- 
one who considers himself justified in writing a 
book. Nevertheless, the late J. L. Kraft (of cheese 
fame) seems to have confused California vesu- 
vianite (idocrase) and Mexican jadeite with true 
Oriental jade so thoroughly that no one can read 
his “Adventures in Jade”’ and evaluate the com- 
ments without being a real expert in his own 
right. 

Before discussing jade and what it is, however, 
it will be clearer if we look at all the things it 
isn't. It isn’t idocrase, as we have mentioned, it 
also isn't serpentine, it isn’t chlorite, it isn’t green 
opal and it isn’t green garnet. Much more than 
half of the time it isn’t green! So let’s first take 
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Its Show Time Again 


and were ready with the 


MOST POWERFUL 
PROMOTION IN 
IMPERIAL’S HISTORY 


—see it at these 
Jewelry Stores 


] by 6 Southern 


ra Dinkler 


Mr JOE GOLDSTONE, President 
of the Imperial Pearl Syndicate has 
spent almost three months in the 
Orient, personally selecting the fin- 
est cultured pearl values available. 
The Imperial design staff headed by 
Mademoiselle Bloch has styled the most 


Jewelry Show, Al 
Piao7a Motel Room 
=. 4 


7/29-86/2-——Na* jones Jewelry Fair, Ch 

} ad rit Pinte Rootins 
beautiful cultured pearl jewelry in our | 
8/12-15—Pittsburgh Jewelry -~ Gift 
Fair, Pittsburah Pa riote om 
Pans » mse 557.564 


history. All this to complement a new 


outstanding fall promotion. A power- 


8/26.30—-ANRJA—6§ist Annual Conven 
tion and Trade Show, New York. N. Y 
WV o tort Actor y rote! fa Ooms ‘iy 40) 


ful selling idea for you only made 
possible through the direct Oriental 


resources and large organization in 
America, of the Imperial Pearl Syn- 
dicate. Yes, Imperial is ready with the 


9 / BOS Gift 4 Jewelry Show Da 
10s. Hote! Adolphus. Rooms 1033 
1O34 


9 16-19-—-Denver Gift & Jewelry Show 
biggest promotion in their history. It’s ver, Colo,, Mote Albany, Room 624 
9/23-26-—W estern i aes s smrerware 
Show Ana ( ore 
raoté - crn 


being introduced for the first time at 


the Jewelry Shows .. . don't miss it! 2228 


IMPERIAL PEARL SYNDICATE 


TOKYO 
2. 44home, Yotsuya 
Shinjuka, Ka 


DETROIT LOS ANGELES 
914 Michigan 607 S. Hill St. 
Theatre Bldg. 


NEW YORK 
607 Fifth Ave. 


CHICAGO 
5 No. Wabash Ave. 
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THERES ONLY ONE HERO 


ACT Vil OF 


Showmanship in Business 


by Zenn Kaufman 


* Seventeen million people will go to the movies 
today and pay an average of 51 cents to get in. 

What will they get for their money? Actually. 
of course, they will get a little two-inch piece 
of cardboard called a ticket, which entitles them 
to sit quietly for about two hours to see and hear 
the show. 

Did 1 say actually? No word could be more 
wrongly used. 

Actually, they paid their 51 cents for the right 
to step right up on the screen and enjoy the thrill 
of hobnobbing with Gregory Peck or Grace 
Kelly, 

A million gals without romance will find love 
thrills in a crooner’s voice. Millions of men will 
forget that their wives are sitting beside them 
and will spend their two hours in the arms of 
Marilyn Monroe. 

For without exception, the great shows use 
you and me as their leading men. While Mickey 
Mantle’s name may run in the headlines of to- 
night’s baseball finals, the men who watch to- 
day’s baseball game get their only thrill out of 
picturing themselves warming up in the pitcher’s 
box and burning them over for three strikes on 
every man. 

Braddock got a huge sum for fighting Louis 
before a huge crowd, but rest assured, nobody 
uses the ringside seats while the fight is on be- 
cause every man is down in there pushing out his 
own left hooks and right jabs—while thousands 
cheer ! 

Millions of men too anemic to fight express 
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themselves in the glory and homage they pay to 
their prize ring idols. 

All shows are alike in this one respect, 
whether it’s Gleason’s humor, Marciano’s hooks 
or Mantle’s strike-outs. The audience is always 
on the screen, at the microphone, in the prize 
ring, or in the pitcher’s box. 

Sometimes we call face-to-face selling a 
drama, with the salesman as the hero of the two- 
man cast. No mistake could be more expensive. 


The prospect is the hero 


There is room for only one hero—and he must 
always be the prospect. The minute you take the 
spotlight off him, your show is over, and you may 
as well go home. 

No selling can be successful that does not ap- 
ply the principle that the prospect is the hero 
of the show. And the only hero! The most ex- 
pensive mistake that you, as a seller, can make 
is try to be the hero. 

A jewelry firm in Denver has had exceptional 
success with sales letters that make an appeal 
to the vanity of the customer. The letters make 
a point of the fact that the customer is regarded 
as an A-1 credit risk. 

One letter, for example, shows the prospect’s 
name engraved on a picture of a trophy awarded 
“for top credit rating.” Aside from the flattery 
expressed by the letter, there’s an additional 
appeal in the use of the customer’s name con- 
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Selected and Serviced by Leading Wholesalers 


No. 1216 P BARROWS 


With straight or 
curved ends : 1365 (Shown Left) 6" 
Beautiful two - tone 
Sterling Silver brace- 
let with hand engrav- 
JULY BAND OF THE MONTH Si nd tony igual 
$7.75 ea. 
Also 5'/>" size. 


Men’s bands are available in many 
designs with curved or plain ends 


made of finest quality materials 
and workmanship. 1599 (Shown Right) 
Ask your wholesaler to show you our : 
complete line of men’s, ladies’ 
and children’s watchbands 
and expansion idents. _wepatgaes Bg 


Filled. $6.50 ea. 
WATCHBANDS INC. 3 Also 8h" ond 7” 
NORTH ATTLEBORO, MASSACHUSETTS sizes. 
H. F, BARROWS CO. — NORTH ATTLEBORO, MASS. 
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Black onyx, the 
stone that will key 
itself to any color 
scheme — so im- 
portant in the 
wardrobes of to- 
day's color - con- 
scious men. Ac- 
cented with spor- 
kling rhinestones in 
a setting of lus- 
trous yellow gold 
plate. Set retails 


for $7.50 


RIPLEY & GOWEN CO., Inc. Attieboro, Mass. 
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NEW BUSINESS 


by Mabei C. Olson 


* When a piece of antique jewelry that Joseph A, Bald- 
rica had sold years ago comes back to him for remodel. 
ing, he greets it like an old, fondly remembered friend. 

Such an incident is not unusual in his Portland, Ore., 
shop. Since Baldrica went into the jewelry business 56 
years ago, he has carried on the tradition of buying, 
collecting and selling antique jewelry. A gem that he 
sold a quarter-century ago to a young woman may very 
well be brought back in 1956 by her daughter, for re- 
mounting into a piece that will stay in the family for 
many more years, 

The store owned and managed by Baldrica—James 
Cini & Co.--has specialized in antique jewelry for 51 
years. Recently, Baldrica moved from 920 S, W. Wash 
ington St. to 1014S. W. Morrison St. He made changes 


in his store layout for comfort and for improving the 


with 


A deep love for 


the antique 
pieces he buys 
and sells is 
the foundation 
on which this 
man’s business 


is constructed 


old jewelry 


display of his merchandise, but maintained the look of 
tradition that Cini & Co. had had for two generations. 

The firm takes its name from the founder, Baldrica’s 
uncle. James Cini (pronounced “Cheenee”) was a color- 
ful figure whose somewhat unorthodox preferences in 
gems led him into the antique end of the trade. Today, 
some customers of many years standing unthinkingly call 
Baldrica “Mr, Cini.” 

Cini came to Portland in 1905, attracted by the Lewis 
and Clark Exposition. He exhibited coral cameos in a 
concession and grew to like the city so much that he 
stayed on when the Exposition closed. Cini’s first store 
featured the coral cameos that he brought with him from 
the East. Soon, he increased his stock to include other 
antique jewelry, buying some from importers in this 
country, bringing other pieces in directly through his 
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AMETHYST, the roa! stone, 


matched with the lustrous beauty of cultured pearis 
make a striking combination. Here are three lovely adaptations of this motif, 


designed and crafted by Church & Company 


EARRI! NGS 464/ 14k yellow gold with 4 amethysts, 1 cultured pear! 





BROOCH 4248. . 14k yellow gold with 12 amethysts, 3 cultured pearls 





RING 3017 14k yellow gold with 4 amethysts, 1 cultured pear! 





Also available with peridots, garnets and synthetic sapphires 


CHURCH Ae COMPANY Manufacturing jewelers, 2 Garden Street, Newark 5, N. J 
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GREEN STONES [from page 88) 


up the things it isn’t, to make the subject clearer. 

Idocrase is better known to Americans as vesu- 
vianite. Mineralogists were faced with a nomen- 
clature problem, some calling some minerals by 
one name, some another, so a few years ago we 
got together with the British and agreed to accept 
their name for this substance (in exchange for 
their calling chessylite by our more descriptive 
name, azurite). 


Idocrase was first found in nice crystals in the 
blocks that were thrown out on the slopes of old 
Mt. Vesuvius (Mte. Somma). It occurs in good 
crystals in many other places too, and we are 
familiar with it mainly as a crystallized mineral 
in marble, In California, however, it forms large 
masses in which the crystals are intergrown as 
they are in jade, and it has a nice translucency 
and a green color. This material has been chris- 
tened californite, and from the descriptions we 
have of the occurrence it seems to be in rounded 
boulders on the surface of a “jade” mountain 
much the way jadeite and nephrite are found. 

It has been sliced and polished, a little has 
been carved and tumbled, and it looks a lot like 
jade, The distinction is not easy—the expert goes 
by the looks, but the ordinary jeweler would have 


a problem unless he had a flat surface and could 
make a refractometer test. The refractive index 
of idocrase is about 1.71, much higher than either 
nephrite’s 1.61 or jadeite’s 1.65. 

Inspection shows that californite has more 
translucency than most jade, is a yellowish green 
with richer green streaks, but none of the white 
we commonly find in jadeite, and the crystal grain 
is coarser than nephrite, but more elongated than 
jadeite. It has not found too much in jewelry so 
far, but could easily become an important stone 
if there were any need. It has already been sug- 
gested that the chief trouble with jade approxima- 
tions is that there is too much of the real thing 
around. 


Serpentine is used in oriental carvings 


Serpentine is a much softer stone that closely 
resembles nephrite jade and while its use in 
cabochons and baroques is limited, it does find its 
way into jewelry sometimes, and it is often the 
raw material for oriental carvings. It is also 
closely related to another green mineral, a com- 
pact micaceous chlorite not too far removed in 
composition, that has been used in carvings and 
turned out on lathes in wonderful simulations of 
jade. 

Serpentine is a water-containing magnesium 
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silicate. It is best known to most people in an in- 
teresting fibrous form known as asbestos. As- 
bestos veins are found in massive serpentine, rep- 
resenting cracks along which serpentine crystals 
have grown, wedging apart the walls of the fis- 
sures as they elongated into thread-thin, soft, 
flexible fibers, that can be plucked apart like this- 
tle-down even though they are solid rock as 
originally found. If they were harder and the 
veins could be polished we would have the perfect 
material for a catseye. (Remember that quartz 
tiger eye was such an asbestos-type fiber altered 
and replaced by quartz.) 

Non-fibrous serpentine is a common secondary 
mineral that forms when magnesium silicate 
rocks are attacked by subterranean hot solutions. 
Jade boulders are commonly embedded in serpen- 
tine rocks, like the residual cores of a progressing 
alteration. This is why we find nephrite jade in 
rounded masses weathered free from the softer 
serpentine matrix. 


A natural substitute for jade 

The jade-like appearance and greater ease of 
working make serpentine a natural! substitute for 
all the jade uses. “Soochow jade” is a very com- 
mon material in Chinese carvings that were in- 


tended to, and did, take in the unwary. An object 
carved in serpentine is probably not worth over 
one-tenth as much as the equivalent carving in 
jade. 

The distinction is very easy — a knife can 
scratch such an object with ease and it is always 
possible to find an inconspicuous place on such 
a carving where it can be tested. In color it varies 
from “mutton-fat” white to yellow and spinach- 
green, all the hues we know in nephrite. A clearer 
green variety, often with black specks of magne- 
tite, is known as williamsite and comes from 
Maryland. Only a hardness test will distinguish 
this from much of the Wyoming nephrite. A little 
of this material is being used by the amateurs, 
but it is too soft to have any real use. An occa- 
sional piece will show chatoyancy. 

The use of serpentine is very ancient—among 
the Chinese and the Mayans, in Egypt and Syria 
we find objects of serpentine. Serpentine and 
calcite together form the marble that is known as 
“verd antique.” Pieces of this are found carved 
into the cylinder seals uncovered in excavations 
in Syria. Many of the Mayan or Aztec carved ob- 
jects and beads are serpentine. 

Hardness is the one test for all of this material, 
and even the hardness can vary. Some is quite 
compact and requires a little pressure, while other 
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pieces are soft and can be scratched very easily. 
This is partly due to impurities which may harden 
the entire mass, and partly due to the fact that 
_all so-called serpentine is not just serpentine, 
'some is a still softer substance called chlorite. 
| A few years ago a New York dealer supplied 
_ very handsome bowls and carvings of a nephrite- 
_ like dark green massive chlorite, quarried in Styria 
and soft and uniform enough to actually permit 
cutting on a lathe like a piece of wood. The cus- 
tomary hardness test shows its difference from 
jade, but unless one knows the material it would 
not be possible to tell it from serpentine by simple 
methods. Being extremely soft, it will not be 
found, of course, in jewelry stones. 
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“African jade” is a type of garnet 
Another jade-like stone with good hardness and 


great merit is a substance that has been sold un- 
” It is rather easy to 


Sf like serpentine than anything else, but too hard to 
: Ogi 44 es : : be a serpentine. “African jade” is actually a mas- 
MW pektiae Ps: goa aS sive grossularite (calcium aluminum) garnet, oc- 
Mie | 7 0 et tee curring in association with chromium iron oxide, 
J : chromite. It is a type of garnet that is probably 
more common than generally realized, for it looks 
so un-garnetlike. 
Instead of assuming the 
form that is prevalent in garnet, it occasionally 
forms a compact, massive, granular vein with no 
erystals showing and determinable as garnet only 
by testing. (A white garnet of this type has been 


found in Burma with jadeite and is occasionally 
It is more opaque 





distinctive crystal 


Introducing The New Line of 


~ EBONY-WHITE” BASE 
TROPHIES 


IN ALL PRICE RANGES 
SEND FOR CATALOG REPRODUCED IN FULL, NATURAL COLOR! 


SEND FOR THE NEW 68-PAGE 
GENERAL CATALOG SHOWING 


found in Oriental carvings. 
than jade and can be recognized, or suspected, by 

its greater opacity. It may be that this granular 
‘garnet is usually grossularite—the white type 
would certainly indicate this.) 

Transvaal green garnet was fairly cheap be- 
fore World War II, for use in ashtrays and small 
‘arvings. It has become rarer since the war and 
is now often being used in small pieces which are 
sold by the carat. The frequent association of 


COMPLETE LINE OF TROPHIES, 
PLAQUES AND MEDALS 


Ask about Arien's new “Trophy Selection 
Guides” with your imprint — a streamlined 
selling aid to increase profitable trophy orders! 


MANUFACTURERS OF THE LARGEST SELECTION OF TROPHIES IN THE WORLD 
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ARLEN TROPHY CO.. Inc. 
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black specks and black veins is the most diagnostic 
characteristic—they seem to be invariably present 
in pieces of any considerable size. 

The color varies from a light green to a clear 
green that almost rivals good jade. Nevertheless, 
it displays a granularity and often a spotted 
opacity that we do not find in jade which makes it 
distinctive. It is probable that this material! will 

' return to the market soon, as several dealers are 
now eyeing the possibilities and the mine owner’s 
price is in the few dollars per pound category. 

Malachite has long been a popular green stone 
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because of its strong color and interesting band- 
ing, even though its hardness leaves something to 
be desired. Malachite was used in Russian carv- 
ings for the making of small objects, and a 
malachite veneer was applied to enormous bronze 
urns and table tops that may still be seen in pal- 
aces abroad and in museums. 

Malachite is a fairly common substance, a car- 
bonate of copper. During the early days of the 
development of many mines, it was an important 
ore of that metal. It is what we call a secondary 
mineral, forming near the surface as weathering 
attacks a copper-sulphite vein deposit. Hence, as 
mining goes deeper, the malachite always gives 
way to fresher ore minerals, so no deposit can last 
forever. To be suitable for decorative uses it must 
be solid, and the rate of discovery of really rich 
new copper deposits is diminishing rapidly. 

Today the most suitable malachite comes from 
the Belgian Congo, selling for several dollars a 
pound. Since it is a heavy mineral and since a 
relatively small proportion of the total is salvaged 
in cutting, even though it is an ore mineral it is 
about as expensive a raw material as many of the 
other stones we have been talking about, or the 
average undistinguished jade. 

For the solid masses of dense green material 
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with an agate-like banding we must turn to pure 
Belgian Congo malachite, and these masses are 
not tumbled. Since it is a relatively soft material, 
easily scratched by a knife and yielding a green 
chalky powder, it probably would wear away 
rapidly in a tumbling barrel. 


Malachite is used mainly in cabochons 


It may also be that the loss in breaking it up 
together with this rapid wear makes it too expen- 
sive for use in this way. In any case, look for it 
mainly in cabochons mounted in the more conven- 
tional ways. It presents no identification problem 
——the only approximation of a green banded mate- 
rial with this softness is the common dyed onyx 
that is sometimes sold under the name “Mexican 
Jade.”” Both this and an occasional malachite may 
be cut with the surface of the stone parallel to the 
banding, so look for banding on the sides of the 
stone. 

The dyed onyx is more translucent and less in- 
tensely colored than the malachite. Once both 
stones have been seen there is no danger of any 
confusion. 
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St. Joseph of Copertino 
Flying Medallion 


designed by 


C. Paul Jennewein 
This medallion, not limited to a single creed, and made fam- 


ous during World War II as a special guardian of air travel- 


ers, is available again for the first time since 1946, 


Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 

5.5. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 

5.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 


© Write for price list @ 


AIRBORNE MEDALLION CO. 


163 East 70th S?. New York 21, N. Y. BU. &-2718 











IF | WERE A JEWELER [from page 84) 


text book and two or three others. They can be 
stood up on end, next to each other, and positioned 
in some attractive part of the window or distrib- 
uted in a way that will assist in the proper ar- 
rangement of the merchandise. 

Once again, the result will depend a great deal 
on the ingenuity and imagination of the person 
trimming the window. Suffice it to say, the basic 
merchandising idea is sound. The display idea 
has been used with outstanding success in the 
past. If properly carried out the combination 
should produce good results for any jeweler. 

September also is the month when most fra- 
ternal organizations resume their lodge meetings. 
Many jewelers, therefore, find it profitable to 
push the sale of fraternal rings, pins, buttons 
and charms, beginning in September. For that 
reason it is suggested that a corner of the window 
be devoted to merchandise of this type. 

OCTOBER gives the jeweler an opportunity to 
run the full gamut of all “open season” merchan- 
dising events. He can feature birthday and anni- 
versary gifts, engagement and wedding presents. 
He can show items from virtually every part of 
his stock. In addition, he can put special emphasis 
on jewelry that includes the opal which is the 
birthstone for October. 


China and glass opportunities ir November 


In the china and glassware department, the 
month of NOVEMBER offers manifold merchan- 
dising opportunities. First of all, there is the 
demand for dishes and glassware to be used on 
the Thanksgiving Day table. Secondly, it opens 
the door to the tremendous amount of gift buy- 
ing that is done for fall engagements and wed- 
dings. Once again it is well to repeat that en- 
gagements, weddings, anniversaries and birth- 
days are on the all-year-round open season list. 

However, since November is Thanksgiving 
month, the aggressive sales-minded jeweler will 
want to dress his windows in such fashion that 
they are in tune with the times. 

Many stationery stores have departments that 
feature holiday novelty items such as paper 
skeletons for Hallowe’en. They also sell large 
colored pictures of turkeys which can be mounted 
on cardboard and then cut out, or can be used 
as they are. Or, it is possible to obtain such ma- 
terial from window display houses or local sign 
painters. 

Assuming that no difficulty will be encountered 
in securing such a prop, I suggest that it be posi- 
tioned in the back of the window with a card 
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appropriately attached or placed in close proxim- 
ity to it, reading like this: 


NOVEMBER ... offers many special values 
for which you will be thankful. 


If | were a jeweler and had a china and glass- 
ware department, | would certainly want to dis- 
play such merchandise. This can be accomplished 
with one or two settings in the window, each 
featuring a different style, pattern or design. 
Such settings could also include the necessary 
silverware to complete the arrangements. Since 
it may be difficult to show prices because of the 
many elements involved, it would be advisable to 
show a little card with this information. 

Little place cards may be put next to each pat- 
tern of china, glassware and silver identifying 
the name of the design or model shown. 

It is particularly recommended that the No- 
vember windows include cards reading: 


SELECT YOUR CHRISTMAS GIFTS NOW 
WHILE ASSORTMENTS ARE COMPLETE 


A small deposit holds your choice until desired 


To digress just momentarily from the subject 
under discussion, it might be well to include the 
following: manufacturers have suitable envelope 


co 


enclosure folders or mailing cards available for 
the Christmas selling season. Such material 
should be ordered early in November and put into 
the mails as soon as possible. This kind of adver- 
tising is inexpensive and potentially fruitful. 

The turkey background idea can be carried a 
few steps farther by distributing some smaller 
sized cutouts of turkeys throughout the window 
among the items displayed. 

Few suggestions are required for DOHCEMBER 
windows. The familiar and cheerful Santa Claus 
illustrations and cutouts may be considered “old 
hat” but, just as it is with love itself, it is the 
kind of “old hat” that has become an indispensa- 
ble part of our very existence. 

December means Santa Claus, and Santa Claus 
is synonymous with gifts. So, what better selling 
medium or propaganda can be used in any win- 
dow than a big colorful cutout of St. Nick? 

Get a big cutout of Santa, as colorful and as 
cheery looking as possible. If a full size figure 
is not available, get a big cutout of his head in- 
cluding cap, whiskers, red nose and everything. 
Put it in the center background of the window. 

Or, with a little more effort and expense, secure 
an illustration of a red brick chimney with Santa 
just in the act of climbing in to begin his trip 
down to someone’s living room. This makes an 
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excellent backdrop for the window display. 
From this, work toward the front with a series 


| of steps or descending platforms on which are 


displayed the hundred and one different gift items 
normally featured in December. Any suitable 
display units, provided by sources of supply, 
should be used if at all possible. 

I recall a certain window of particular merit 
that is worthy of a few words of description. It 
included a full figure cutout of Santa Claus bent 
over his big bag of gifts, chin up and his smiling 
eyes gazing out into the space ahead. His hands 
were on the sides of the wide open bag as if he 
were about to spill out its entire contents. 

This illustration was in two planes—the pic- 
ture of Santa was on one plane and the bag on 
the other, about six or eight inches apart. Santa’s 
arms were separately cut out and properly af- 
fixed to the shoulders. The arms were extended, 
with the fingers attached to the open bag. 

From the open bag the steps or platforms de- 
scended to the front of the window with all of 
the gift items displayed thereon. The effect was 
excellent and the results were satisfactory. It is 
an idea worth trying and with the help of a good 
poster-man or sign painter can be executed easily 
and at nominal cost. 

Additional atmosphere or holiday feeling can 
be attained through the use of a few holly wreaths 
carrying fancy red ribbon bows. These might be 
placed on the sides of the window—or, one on 
either side of the background picture used. 

There are many other ways in which to make 
a Christmas window attractive and full of the 
holiday spirit. The judicious use of tinsel, simu- 
lated snow and other props helps to create a de- 
sirable effect. However, if a dominating central 
theme is used, such as described in the two or 
three examples cited before, it will be found 
quite sufficient and satisfactory. 

Even though the general scheme of the trim 
speaks for itself, it is most advisable to include 
a large central card or sign. 

Other cards, to supplement the one above, can 
read— 


A Gift of FINE JEWELRY is a 
Lasting Reminder of YOU. 


You wil ALWAYS BE PROUD 
of Your Gift of FINE JEWELRY 


Little sales efforts of this kind may be the 
means of bringing in customers who might have 
gone into other stores for their purchases of 
Christmas gift items. 

In the fourth installment of this series, we 
shall consider window displays appropriate for 
the post-Christmas winter months. 
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NEW BUSINESS WITH OLD JEWELRY [from page 92) 


acquaintances in Italy, England, France and elsewhere. 


Shortly after World War I, Cini obtained several pieces 
from the collection of the Czar of Russia. All these pieces 
were sold soon afterward, one customer alone purchasing 
five items. 

When Baldrica joined the firm in 1920, he spent three 
years as a jeweler’s apprentice. Then, he took over the 
managership of the store while his uncle went to Califor- 
nia, establishing jewelry stores in Pasadena and in San 
Francisco. 

By 1931, Baldrica was ready to buy the store. He con- 
tinued at first to run it as a center for antique jewelry, 
gradually adding modern jewelry to attract younger cus- 
tomers who, he found, did not always value older pieces. 

In one of his display cases, Baldrica shows two trays of 
onyx, shell and coral cameos. Some of them are modern, 
some antique. As examples, one large cameo is over a 
century old, while a large brooch of Chinese carved coral 
compels attention by its deep color and meticulous work- 
manship. 

Antiques are the center of attraction in the windows of 
Cini & Co., as well as inside the store. The main window 
is lined with brown cloth, over which white satin is 
draped, as a background for colorful turquoise, coral, 
jade, amethyst, gold bracelets and large cameos. Last 
Christmas season, an antique Madonna was shown. This 


had been acquired by Mrs. Baldrica, who assists her hus- 
band as buyer of china, glass and figurines. 

Baldrica carries on his predecessor's department for 
special order designing, both in reconstructing old 
jewelry to modern tastes and in making original pieces. 
The jeweler stocks a large variety of gems for this cus- 
tom work. 

Baldrica considers the most impressive commission he 
has ever had a bishop’s cross in 14-karat gold, set with 
amethysts and emeralds. He recalls a lovely pendant 
made of gold and jade, and an original creation of a 
ring, combining a diamond with black enamel. 

He often places some of his dramatic pieces in the 
window. There, he has shown an opal butterfly brooch, 
a blue enamel brooch which is a reproduction of an 
antique pin, and several delicate filigree novelty pieces. 

This jeweler, as a businessman, knows very well the 
importance of adjusting to the times, of making his store 
as attractive as possible to the buying public in his area. 

At the same time, he has been able to continue the 
tradition started by the founder of the business, The 
emphasis on antique jewelry is still apparent at Cini & 
Co. Baldrica feels much the same about his collection as 
did his uncle, who once remarked: 

“Yes, | love my work. I love to handle beautiful gems. 
Oft-times I hate to part with some exquisite example of 


work done by hands long turned to dust.” 
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distributor of 


INDE STAR*® sapphires & rubies 


since the birth of these man-made 
gems 10 years ago 


THESE PROMINENT MANUFACTURING JEWELERS HAVE ADOPTED AND SPONSORED THEM— 


New York C irving Kiampert Co. Clerk Ring Company Cleveland, Ohie Church & Co., inc 
Somue! rs Bean - Pearlman, inc. M. A. Reich & pany Rudoiph Deutsch Co., Inc. F. & F. Feiger _ 
A. Cohen & Sons Corporation Philip-Morris Jewelers, inc. Star Ring Mig. Co., Inc. y Lerter & Sons, inc. 


Pittsburgh, Peansy!ventie 
Heim & Hehn 
The House of Krew, inc. 


Sen Frencisco, Californie 


Devidson & Sons Jewsiry Co., K. Polishook & Son Corporation Chicago, Iilinois 

: Dovid Sorkin, Inc. The Boll Co.. Inc Leon Rudberg Jewelry Co. 

wena Penneees Chicago Diamond Brokers, inc 

Stern 4 Stern, inc. . — " j Eesi ‘ Co ; ‘ Deyton, Ohie 

Leon Turkus receric , s nc. - 5 Shel 
Hallmark Rin poration enry elow 
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ne 
J. & H. Fiver, Inc. 
Gevertzs & Co., Inc. 
John Giovannetti 


. = idf Unter r, Robbins & Co., 
et —" . " , sa Ste Me tne indianapolis, indienea 5. M. Mickelson Compeony 
Goildstein-Gerson Company Seficio, New York NM ao 4 ny ' Goodman & Company Moser Brothers 


Morris Kaplien & Sons 
David Kerp Ce., inc 
Knight Mfg. Ce., Inc. 


Torente, Cesede 
Libmen & Shew Limited 


MNewert, New Jersey 


Benstock Ring Mig. Co., inc. Attleboro, Massachusetts 
Acme fing Mig. Ce., Inc. 


Biock Ring pany L. 6. Belfour Company 
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FAVRE-LEUBA’S 


Double - Barrelled 
Program is acclaimed 


Everywhere... it offers Steady 
Profits, Increased Prestige, 
Protection from Unworthy 
Watch Competition 


Models Retail from $71.50 up 


FAVRE-LEUBA 
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“Don't worry, it’s a FLEX-LET ...and 
ALL Flex-Let Bands are quaranteed!”’ 











SHOWMANSHIP IN BUSINESS (from page 90) 


spicuously present on the attractive loving cup. 

In the same city, incidentally, the American 
Furniture Co. found collections easier to make 
if customers were allowed to set their own terms 
of payment. Customers evidently felt an extra 
obligation toward a debt that they themselves 
fixed. 

In addition, most customers set the rate of 
payment at a rate faster than the terms the shop 
would originally set. Which of course reflects 
the same streak in human nature that leads a 
chain of hotels to allow customers to pour their 
own drinks. The management knows that while 
a professional bartender must “rim” the glass 
to avoid looking stingy, the customer will seldom 
do so since the average man doesn’t want to ap- 
pear piggish. 


The hero principle in advertising copy 


Advertising copy, too, must reflect this hero 
principle. As for example the use by the Smith- 
Patterson Co., Boston jewelers, of the title “How 
To Be A Successful Hostess” as a title on a 
booklet to promote sterling. Or the DeBeers 
wonderful headline, “No Other Gift Expresses 
You So Well” followed by copy that tells how 
diamonds show the reader’s discernment, depth 
of feeling, sound judgment and stature in the 
community. 

Darling Jewelry Co. Inc., of Erie, Pa., has had 
consistently good results from sending birthday 
cards to customers. The manager receives hun- 
dreds of phone calls each year from folks who 
were both surprised and grateful for this simple 
remembrance. 

Clerks respond to the hero idea just as surely 
as customers. That’s why sales contests boost 
sales—simply because no clerk likes to be tagged 
as the worst salesperson in the store. 

On the subject of sales contests, incidentally, 
jewelers would do well to realize that contests 
run by other merchants in town provide an ex- 
cellent market for trophies, awards and scrolls. 
Also, contests require merchandise prizes like 
watches, radios, and many other items jewelers 
sell. 

Though reaching for a laugh, Joe Cook re- 
flected an important basic point of view when he 
said: 

“Of all my wife’s relations, | like myself the 
best.” 

Was this original? Gosh, no. Fifty years 
earlier, Oscar Wilde had said, “The average man 
falls in love with himself at a very young age— 
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and it’s usually the beginning of a life-long 
romance.” 

Original? Gosh, no. A couple of thousand 
years sooner, Plato said, “A little thing—but 
mine own.” 

Original? Probably not. For if we could ever 
decipher all the carvings on the caves of the ear- 
liest man, we probably would have found, oft- 
repeated, the phrase: 

“What’s in it for me?” 
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HOW’S YOUR SHOWMANSHIP? 


Each month our autographed copy of SHOW- 
MANSHIP IN BUSINESS is given for the best 
example of showmanship sent in by a reader 
of JEWELER’S CIRCULAR-KEYSTONE. Tell us of 
something you’ve done—or even something 
you've seen that has helped add that extra 
touch of dramatic interest. 


FREE—The Showmanship Yardstick 


Send a self-addressed envelope for your free 
copy of The Showmanship Yardstick—a 12- 
point check list of the elements that make a 
good show. 











Rochester Jeweler Spurs Interest 
In Charms Through Ads, Display 


Hershberg’s Inc., 1 East Ave., Rochester, N. Y., 
created widespread consumer interest in charm 
bracelets with a strong promotion in which it 
urged women to join the store’s “14 Karat Gold 
Charm Club.” 

The jewelry store launched the promotion with 
a large newspaper ad and store display, featur- 
ing gold charms and gold bracelets. 

Also tied in with the promotion were sterling 
silver charms and bracelets. 

As a special inducement to buy several, Hersh- 
berg’s offered a 14 karat gold charm free with 
every purchase of gold charms totaling $50. 

The store used this merchandising message in 
launching the event: 

“Leave it to Hershberg’s to make it easy and 
inexpensive for you to buy quantities of these 
glamor bracelets. Start with just a charm or two 
—add to them over a period of time. 

“And wait ‘til you see our amazing collection. 
It’s the largest we know of, anywhere. Each 
a different design, each a masterpiece in golden 
elegance. Even if you’re not planning a charm 
bracelet now, we invite you to come in and see 
this collection.” 
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ELECTROPLATING SOLUTIONS 


For electrical and other applications: protection from corrosion in air 
. Particularly recommended for printed cir- 


Can be applied to many surfaces from less than one to one hundred 


SIGMUND COHN MFG 


JMBUS AVENUT ‘ 











Rhodium Plating for jewelry offers the advantages of whiteness, 





Consult our ataff, 
without obligation, 
about your specific 


plating problems 
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SALES OFFICES: 
MR. GEORGE KRAMER MR. HARRY Z.KURS MR. JAY RAICH 
580 Fifth Avenue 55 €. Washington St. 446 5S. Hill St. 
New York, NLY. Chicago, iil, Los Angeles, Calif. 











JEWELRY—CHINA—OBJECTS D' ART 


A professional auction service 
by a professional jewelry auctioneer 


A service that hes been put te use for firms and situctions 
os veried as: The Steiner Liquidation, Sutton, Neb., popule- 
tion 1600; Two sales for Feagans & Company, Los Angeles, 
that grossed $1,385,000.00; The Six Leading Jewelers of St. 
Lowls, Mo., all in one big Group Sale, along with hundreds 
of others thet made auction history. 


SINCE WORLD WAR TWO WE HAVE TO OUR CREDIT 
SUCH COMPLETE LIQUIDATIONS AS GEIGER & 
AMENT, OF LOUISVILLE, ONE OF AMERICA'S PINEST 
STORES: IN FACT WE HAVE WITH OUR NEW PLAN 
OF OPERATION CLOSED OUT MORE STORES COm- 
PLETELY OF STOCKS & FIXTURES THAN MOST AUC- 
TION FIRMS LIQUIDATE IN A LIPE TIME. 


Consult us in confidence. We will come and see you of our 
expense when matters cannot be settled by mail in order to 
assure you of the best service possible. 


We can tell os close os humanly possible 
whet a stock will bring either in bulk 
or of public auction once on the job. 


Small sales of which we 
have made hundreds are 
handled in the same con- 
scientious manner as ore 
the larger ones. 


THOMAS J. FAUSSETT 


HOWELL, MICHIGAN 
AMERICA'S FOREMOST JEWELRY AUCTIONEER 


References ore avoallable all 
over America. Whaetever aue- 
tien talent is required te make 
@ wecessful sale for you will 
be furnished. 
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Fast Monogramming Service Offers 
Profit Opportunity, Jeweler Finds 


The jeweler who offers quick service monogramming on bridal 

gifts con attract extra business, reports Brady Luick, Los Angeles. 

He pointed up the desirability of monogramming in this display 
window. 


A Los Angeles retailer who installed a window fea- 
turing monogramming for bridal merchandise reports 
that the display produced more than $900 in orders. 

Brady Luick, whose store is on Wilshire Blvd., in Los 
Angeles, Calif., suggests, “Jewelry stores with quick- 
service monogramming equipment can do a profitable 
business on gifts and party accessories for brides the 
whole year around,” 

Featured in the display were shower gift suggestions 
and bridal party accessories, all monogrammed. Window 
copy read, “Monogramming makes the gift exciting!” 
All the monogramming was done by store personnel, 
using a Kingsley machine, Luick reports. 

The merchant suggests that jewelry store items suitable 
for the bride should be placed on counters and tables 
with sample books of wedding invitations and announce- 
ments. The convenience of overnight monogramming 
appeals to the bride and her friends, Luick has found. 


— 


WAKE UP YOUR SERVICE DEPARTMENT (from page 69) 


of the item has been given by the service man. 

Customers are too keenly aware of instances 
where a salesperson or serviceman somewhere 
gave them only hasty consideration. The con- 
sumer today is a more educated, service-demand- 
ing individual than he was a score of years ago. 
His repeated patronage must be diligently and 
skilfully won. 

Such customers, when won, have consequently 
been sold on our services, never questioning prices 
or urging unreasonable speed in the time re- 
quired to do proper servicing. 

We do not attempt to campaign with the mis- 
leading $2.50 loss leader overhaul sometimes pro- 
moted by “repair shops,” nor do we exact the 
unconscionably high prices that some firms feel 
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necessary to meet higher overheads. Our prices 
vary from $4.50 to $12.50 on the average watch 
repair, with a full year’s unconditional guarantee. 
Advertised package leaders vary between $5.49 
and $6.98 in competition with department stores. 

An advantage that most jewelry stores have 
over their competition is that the service man in 
the jewelry stores is in a position, in most in- 
stances, to speak to a customer about a possible 
watch trade-in on a new watch purchase in lieu 
of repairing the old watch. He can also suggest 
a watch band or bracelet for the serviced watch. 
We make a trade-in allowance on watch attach- 
ments also—this has increased our volume on 
attachments many hundred-fold during the past 
several years. 

Each month, the department is given two sep- 
arate ads to be run in all the major papers in 
our city. Here we try to tell the consumers not 
to wait until their watch has stopped, but to 
come in for a free watch inspection. We also run 
combination specials with watch attachments, 
such as free watch spruce-ups, including case 
polishing, new crystal, refinish dial, watch regu- 
lation, with purchase of your new watch band. 

Regarding the credit phase of our business— 
our servicemen try, in every instance, to suggest 
opening an account with us, emphatically specify- 





ing that this account can be used throughout our 
store for any present or future purchases. 

When a customer’s watch is completed we send 
out a card telling him to cali for it and, if neces- 
sary, follow it up with a second card in about 
five days. This keeps the number of watches we 
are holding to a minimum. When there is an 
unreasonable delay by the customer in picking 
up his serviced watch, we phone him. 


Proof of the policy is in the profit 


Now, the proof of the success of these policies 
is this. Our department is not run on a break- 
even basis, such as some jewelers gloat about 
(including cost of their no-charge work on new 
jewelry and new timepieces under guarantee). 
This department in all our stores is profit mak- 
ing—it shows a big dollar volume over all oper- 
ating costs. 

Don’t sell your service department short. It is 
the most valuable floor space in your store. More 
people come to this department than even to your 
cashier’s window. 

Let these people know what service is, and 
what it means to them, and they will know that 
store policy such as this gives them the confidence 
and satisfaction they want and like. 
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Metals of Guaranteed Purity 


PLATINUM * 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


W. soticil your Sweeps a 


Filings—Scrap Gold and 
Platinum—Metals 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
Fet. 1895 





PALLADIUM 


WILL RECEIVE 
Special Auten lion 


New York 36, N. Y. 
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Midby ARCH CROWN TAGS, INC 


maisey St. Newark 7 WI 





THEY SELL ON SIGHT 
THE NEWEST 


sensation 
IN JEWELRY BY 


ACTUAL SiZI 


A silhouette for each child engraved with first name and 
birth date personalizes mother’s and grandmother's 
charm bracelet as nothing else can do. A gift item the 
whole year through 


STERLING SILVER OR GOLD PLATED STERLING 
Boy or girl silhovettes (per doz.) $18.00 
Bracelet chain (per doz.) $4800 
14K YELLOW GOLD 
Boy or girl sithovettes (each) $15,00 
Bracelet chain (each) $30.00 
ALL PRICES KEYSTONE 


GUGLIELMO CINI INCORPORATED 


561 Boylston St., Boston 16, Mass. 








_ New Self-Service Display Units 
_ Encourage Browsing, Increase Sales 


Saleswoman in Mahan Jewelry Co., Colorado Springs, Colo., 
places gift items on new center aisle display units. 


Installation of four self-service units down the center 
of the store has encouraged customer browsing, stimulat- 
ed impulse sales and increased center aisle display capa- 
city for a store in Colorado Springs, Colo. 

Prior to making the change, the Mahan Jewelry Co., 
26 k. Pikes Peak Ave., had used traditional display 
tables to divide the floor space between counters. 

Acutely aware of the need for more display space, the 
store management searched for a unit that would allow 
the showing of more items without giving the appearance 
of clutter or otherwise detracting from store dignity. 

Finally chosen was a “gondola” fixture, consisting of a 
10-inch thick hardwood base with satin-finished steel 
supports. The supports provide for four levels of heavy 
plate glass shelving, braced with steel rods, 

Mahan’s uses the new display fixtures, each of which 
can accommodate up to 100 times, for seasonal and 
special promotions. They are also used to good effect 
for gift suggestions, tied in with Mother's Day, the 
graduation season and other events. 


WATCH REPAIR WINDOWS [from page 82) 
cination and will certainly attract interested at- 
tention for your window. This is also an unusual 
but very effective way to get motion in your 
window. 

In Sketch “B,” a mobile of fine wires suspended 
from a two-fold screen in the center of the win- 
dow carries an assortment of watch parts. An 
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open watch movement—kept in running order— 
is shown under a magnifying glass focussed so 
that the passerby can see the movement enlarged. 

The personality of the watchmaker is intro- 
duced with his photograph and a card giving a 
brief biography — emphasizing, of course, his 
qualifications for his job. Other copy cards can 
give any technical watch information which you 
think will be of interest—with emphasis on the 
“This is your watch” idea. 

Watch bands are displayed on rectangular pan- 
els against the background. Panels and screen 
can be covered in bright fabrics to give color to 
the arrangement. The watch parts are so tiny 
and light that the mobile can be constructed with 
quite fine wire and light thread. Although small, 
the mobile should be quite an eye-catcher. 


Your watch works harder than your car 


Sketch “C”’ provides a comparison between the 
care of your watch and the care of your car. 
Against the background, is shown an enlarged 
photograph of a busy town or city street or a 
parkway with heavy traffic. A cut-off of a traf- 
fic signal light appears to the right and a card 
copy on the left reads—‘“Stop! Your car has had 
its 1000-mile check up... Has your watch had 
its 100,000,000-mile check up? Remember, your 
watch runs 24 hours a day.”’ 

Watch parts are displayed on a pad on the 
window floor with a check list of the operations 
included in a general watch cleaning job. Watch 
bands are also displayed on pads. The copy can 
be expanded to emphasize the importance of 
watch care and cleaning. The picture for the 
background can be a newspaper or magazine 
photo enlarged. 

For Sketch “D,” your chronometer is placed 
front and center in the window with a large 
arrow pointing to it and inviting the passerby 
to compare his watch with the chronometer time 
and bring it in for a free inspection if it is not 
running accurately. 

Smaller arrows carry “Do” and “Don’t” copy 
regarding watch care. Watches and watch bands 
are shown on cylinder elevations and on a win- 
dow floor pad. 

The copy on the small arrows can carry such 
phrases as, “Do you always remove your watch 
when washing your hands?” “Don’t ever open 
the back of your watch case yourself,” “Do have 
a broken or cracked crystal replaced immedi- 
ately,” “Don’t forget to have your watch cleaned 
and oiled regularly” and “Do dress up your watch 
with a handsome new watch band.” 
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CASH for Your 


Surplus Silver 


We will poy cash for any of your sterling patterns 
“any quantity, large or small — active, inactive, 
obsolete, new or used. 


We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 


Send shipment for immediote offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptonce or 
rejection. 


We are also interested in cooperating with jewel- 


ers who receive calls for older sterling patterns that 
are no longer available. 


Reference: Jewelers Board of Trade or 
Dun and Bradstreet 


Jalius Goodman 
& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 

















NEW 
HECO 
400 
DAY 
LANTERN 
CLOCK 


#1118 
To Retail 
at $29.95 








Spring wound movement. Has attractive silver dial with raised 
gilt numerals. Clear, unbreakable plexiglass on 4 sides of brass 
case has fine engraved design. Handle on bose of new safety 
lock releases and starts pre-assembled pendulum. 


Send for 1956 Catalog and Price Lia 


HENRY COEHLER CO., INC. 








101 FIFTH AVENUE NEW YORK 3, WN. Y. 
1524 Merchandise Mart Chicago, UL 
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Stainless Steel Blades 


by "Wied plou 


For New Goods or Repairs 


A. Bottle Opener (Ring Type) . Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftemanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and Muctrations gladly furnished. 


NORTHAMPTON CUTLERY COMPANY ¢ 


MORTHAMPTONM @ MASS . ESTABLISHED 1871 
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PREFORMED PARTS INC. 


| famous 
for our 
"SCHULER” 
patent 
adjustable half ’ f 
Ear Clip amous tor over halt a century tor 
becks exquisite gold jewelry, distinctively 
styled with the “custom look”... 


and priced to sell on sight. 
¢ Preformed Parts inc. 


owociated with Geo. Schuler & Co., Inc 
and Office: 
520 Bedford Road, Pleasantville, N. Y. 


New York Seles Office: 
$15 Madison Avenve, New York 22, N. Y. 














FROM PAGE 108—NJA CONVENTION 


Then the session will be thrown open to an 


_ exchange of opinions on every phase of running 


a jewelry business. Questions from the audience 
will be answered. Members of the audience will 
be given plenty of time to express themselves. 

This Monday morning session typifies the open 
approach of this NJA convention to the pressing 
problems of retail jewelers. It will be followed 
Monday night by a presentation of “Operation 
Cherub,” with Sol Blickman, of Rogers and Co., 
Inc., Indianapolis, Ind., as chairman. 

Jesse L. Bellew, manager of The Saturday Eve- 
ning Post's Retail Merchandising Division, will 
make the presentation. The NJA has announced 
that it plans to feature the well-known cherub 
symbol for this evening session. 

Another topic of keen interest to retailers— 
how undesirable elements bore within the indus- 
try and how they operate—will be on the agenda 
Tuesday morning, July 31. Ben W. Heald, secre- 
tary and attorney for the Wisconsin Retail 
Jewelers Association, will speak on “Line-up of 
the Undesirables.”’ 


Heald will tell his audience how these ele- 
ments operate, the harm they can do the indus- 


try and its reputable members, and how they can 
be checked. 

Immediately following the attorney’s address, 
a symposium will be held on “Conduct of Smaller 
Retail Jewelry Business.” Participants will be 
representatives of typical small retail stores, and 
the session will take the shape of an open forum. 

The purpose of this forum will be to emphasize 
what the smaller retail jeweler can do to safe- 
guard his business investment, and to steer him 
to a more profitable operation. Alvin Levine, of 
Foote, Cone & Belding, advertising agency for 
the Watchmakers of Switzerland, will be the 
moderator. 

The convention will open officially Sunday 
night, July 29, after the exhibition areas close at 
9 o’clock. A presentation of “29 Years of Service 
to Retail Jewelry Business,” including an address 
of welcome by NJA President H. A. Goldberg, 
will summarize the activities of the organization 
and of its predecessor, the National Association 
of Credit Jewelers. 

The second half of the Sunday night session 
will be given over to “The Gold Filled Story,” 
with a 15-minute talk by S. L. Cantor, sales pro- 
motion manager, Gold Filled Manufacturers Asso- 
ciation, followed by a half-hour film. A question 
and answer period will follow. 

At JC-K press time, 181 manufacturers, whole- 
salers and importers had reserved space for the 
National Jewelry Fair, with more expected to 
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come in by the time the show opens on Sunday, 
July 29. 

An innovation this year will be the Bridal Sec- 
tion, where space will be taken by silver, glass 
and china houses. Visiting jewelers will find these 
companies in a compact area on the fifth floor of 
the Conrad Hilton Hotel. 

Between July 29 and August 2, exhibits will 
be housed in the exhibition hall, the lower level 
lobby, the north hall and the third floor Williford 
Ballroom. The fifth and sixth floors will be used 
for sample room displays. Some companies have 
reserved space above the sample room floors in 
special suites. 

The top social function of the convention and 
jewelry fair will be a “Night in Paris,” scheduled 
for Tuesday, July 31, replacing the traditional 
banquet of past conventions. 

The affair will be held in the air-conditioned 
grand ballroom of the Conrad Hilton Hotel. The 
ballroom will be transformed into a setting re- 
flecting a Parisian atmosphere. 





Ancient-Auto in Front of Jeweler’s 

Used to Urge Purchase of New Watch 
“Your watch is as old-fashioned as this car if you don’t 

have a 1956 self-winding watch,” is the legend an Indiana 

jeweler used over an ancient buggy parked in front of his 


store, 





An antique automobile pointed up a promotion for self-winding 

watches recently arranged by Mohiman's Jewelry Store, Logans- 

port, Ind. The banner above the car says, “Your watch is as old- 

fashioned as this cor if you don't have a 1956 self-winding 
watch,” 


Louis G. Mohlman, of Mohlman’s Jewelry Store, 309 
4th St., Logansport, urged shoppers to trade in their old 
watches. In addition to the World War I vintage auto- 
mobile outside his store, he used a newspaper advertise- 
ment with a cut of the car and similar copy. 

Mohlman points out that he read of such a promotion 
in JC-K and decided to try it himself. “We had a lot of 
comment,” he reports, “and the best thing of all, we 
sold watches.” 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


by Manny 
Silverman 


| WILL SEE YOU IN CHICAGO 
.« » JULY 29th - AUGUST 2nd... 
CONRAD HILTON HOTEL... 
ROOM 611 


Face Your Problems Now! 
Protect Your Christmas Business Now. 





Our object is 7 i ? Cc) promotional sale in your 


store EVERY YEAR. 


Our object 1s to PROVE TO y' U that will pay YOu 
to pay US our commission, (Which by the way is the 
only difference between conducting the sale yourself 


and using our know-how and experience.) 


Our object is to do tor you what we do for many 


other: ' 


high class sterling store 


. 
2, A high ¥ ¢ lume f recd§it ctore 


Two Fxample: 


|, August Meyer &, Son (rand Isiand Nebraska 
We just concluded our jrd sale tor Mr. wrt se 
stric tly 0g prestige store and Qo pres? ge buil ing 
sale. Obiect ie en annually clean house and 
mainta nag fave rable cash position Mr, Meyer 
has every major sterling, s lver and ching line and 
still has them. 


2. Utterback Jewelers 
We condu r on annual promot 
Utterback designed: 
|. to put new accounts on the books 
2. to reopen old accounts 


' 
TO raise casn 


Evansville. Indiana 


onal sale for Mr. 


A 


Mr. Utterback is a ve, wide awake merchant 
who enjoys a wondertul rating, does a large vol 
ume, and makes a profit. He finds that it pays 
ynually, SO WILL YOU, 


° ' 
him to employ wu 


Meet me Show Time Chi: ago Room 6! | Conrad 
Hilton Hotel or 


WRITE! WIRE! PHONE! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: Pleza 7-4693 
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Left—This is the new “Spring Bud” sterling 
silver pattern soon to be introduced by 
Alvin Silversmiths, Providence, R. I. Design 
is modern with classic simplicity, 6-pc. 


luncheon-size place setting for $32.50. 


Far Left—Kirk’s Ltd. introduces this hand- 
forged stainless steel “Slicer Set” with 
hardwood block holder. Pagwood handles said 
to be impervious to burns, food acids, hot 
water and detergents. $7.95 for set. 


Lejt—The new “Flight Lieutenant” watch from 
J. W. Leonard Co., 550 Fifth Ave.. New York, 
indicates time on revolving discs behind un- 
breakable “windows.” Anti-magnetic, shock- 


resistant, One year guarantee, $19.95. 


Far Le{t—These little “Boy” and “Girl” 
charms are from series of 14K gold “Family” 
charms from Chas. Gold & Co., 36 W. 47th 
St., New York. Keystone: with genuine ruby 


or sapphire, $28; plain, $17. 


Left-—Haddon Products, Inc., 2066 5. Canal- 
port Ave., Chicago, introduces this new 
“Star Lite” clock featuring indirect lighting. 
Gold plated time indicator ring and black 
8-pointed star. 20 in. in diameter, $17.95. 


Far Left-—The new “Fri-Way” skillet from 
Dormeyer Corp., Chicago, is constructed of 
highly-polished forged aluminum. Frying guide, 
signal light and temperature control on 
handle. 1154 in. square. $19.95. 


= eey te cw... theyre 
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Right—The new “Rowenta” lighter from 


7 


Forstner, Inc., features removable “snap off” 
head for instant servicing. Extra large fuel 
capacity and coiled wick. Double-sealed 


against evaporation. Fifty styles available. 


Far Right—This is the new “Direct Reading” 
watch which has been introduced by Elgin. 
Design is characterized by simplicity of 

line. Gold filled case and tapered 


suede strap. For $95. 


Right—This is the new “Portraits in Crystal” 
pendant from Marchal, Inc., 745 Fifth Ave., New 
York. Black-and-white photo image engrained 
in photosensitive crystal. Also brooches, cuff 
links, charms, tie bars, etc., in 14K gold. 


Far Right—This delicate necklace has been 
introduced by Art-Craft Jewelry Co., 1 W. 
A7th St.. New York. Fashioned of 14K 

gold. Set with cabochon jade in a deep shade of 


green. For $130. 


Right—This new modernistic wall clock from 
Howard Miller Clock Co., Zeeland, Michigan, 
has 12 slender spokes, in polished chrome or 
brass, radiating to 24 in. diameter. Matching 
hands. Mat black dial. Suggested retail: $60. 


Far Right—This is the new Medana “Diane” 
ladies’ sports watch from Louis Aisenstein & 
Bros., Inc., 16 Ek. 40th St., New York. 7- 

jewel movement, anti-magnetic. Fully guar- 


anteed. In six colors. $16.95. 





yours to profit by. 
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They re new... . 


Lejt—This new “Petite” purse from C. F. 
Rumpp & Sons, Inc., permits entry or removal 
of bills without being unfolded. Leather 
is finished in new Roman Bronze, said to 
give look of hand-rubbed bronze. $7.50. 

Far Left—Hamilton introduces this new 18- 
jewel “Whitman” with sterling silver dial and 
18K gold markers. Recessed crown and thin 
tapered end pieces. Shock-resistant, anti- 
magnetic, lifetime mainspring. $89.50. 


Left—This new 2-piece “Roast Set” is from 
Ambassador Cutlery Manufacturing Co., 398 
South St., Newark, N. J. Rocker Fork and 
Twin-Edge Cutter are of Shefheld stainless 
steel, with sterling handles. $5.75 for set. 


Far Left—This new “Secret of Happiness” 
charm from Charm Craft Corp., 198 Broadway, 
New York, features the three monkeys which 
“See... Speak ... Hear No Evil.” Keystone: 
in sterling, $5; in 14K gold, $17. 


Left—This is the new “Emperor” hi-fi recorder 
from Pentron Corp., 777 S. Tripp Ave., 
Chicago, Blonde rift oak cabinet; separate 
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“roving” tweeter speaker in matching oak 
baffle. $229.95. Four matching legs, $8.95. 


Far Le{t—-Westclox introduces this new “Big 
Ben” electric alarm in modern metal case. 
Single knob sets both time and alarm. Non- 
breakable crystal. Sweep-second hand. Two 
finishes. $6.95, plain; $7.95, luminous. 
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DANECRAFT 


OCCASION BRACELETS 


Every day is an occasion for someone — birthday, engagement, wedding 











Every day jewelers are selling these Danecratc Occasion Bracelets. They 


give you steady sales and profit, there's never any need tor a markdown 


Beautifully fashioned, expertly crafted in sterling silver, these Danecratt 


bracelets will add luster to your counter and store. 





BIRTH 
BRACELET 
A memento of 
a happy occa- 
sion. Birth date 
and name may 
be engraved on 
soles. 

Keystone $6.00 


& Vi 
: f 


GRANDMOTHER'S \ 
BRACELET | 
Keystone $4.00 


, , 
-_ . 
@ 
BABY SHOE es 
BRACELET §@Are 


for Grandmother = 
Keystone $6.00 











* 1 we, 





WEDDING 
ANNIVERSARY 
BRACELET ¢ 

Keystone $6.00 “<= lo bring customers your store 
Danecratt is nationally advertised on 


the BIG PAYOFF (BS-TV Net 


a work every Thursday at 3 P. M 
*Individual chains and charms New York time. Also in Vogue, 
available. Prices on request. Madamoiselle and Charm 











This handsome display plaque m 


black, silver and clear crystal-like SPERLING JEN | ‘ia 


plastic is available without charge. 4 
I) by ‘ 


Mail your orders TODAY 
for Danecraft Jewelry to 


25 BUCKLIN ST., PROVIDENCE 7, R. |. 


366 FIFTH AVE 607 $O. HiLL ST 
NEW YORK LOS ANGELES 
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DAVE GARROWAY 
Star of the NBC-TV “TODAY” Program, 
7 to 9 AM, New York Time 
ARLENE FRANCIS 
Star of the NBC-TV “HOME” Show, 
11 to 12 Noon 
Post New York Time , 


Get these new 


2 New Automatic Toasters 


CHECK THESE 
OUTSTANDING 
FEATURES 
Sleek, Modern Styling, 4 
Toastmaster feature. 
Faster Toasting... . per- 
fect every time. Pops 
up automatically. 
America’s Most 
toaster, model 1821, 
is 40° smaller—yet 
full-size in perform- 
ance. 
The Beauty of the 1B16 
Powermatic yours 
now in the new, lever- 
operated |B22—and 
| at an attractive price! 
MODEL 1821 — _— Gnty Toastmaster has the 
$ 95 ‘ a ad Superflex Timer— 
| 19 retell produces perfect toast 
: every time—light, 
dark or in-between. 


MODEL 18622 


$9300 we 


STEVE ALLEN 
Star of the NBC-TV 
“TONIGHT” Show, 
11 PM to 1 AM 

New York Time 


PLUS 


Big-Space National Advertising. 31 ads in 9 leading 
magazines will presell Toastmaster products for 
you as never before. 


6 NEW Toastmaster Appliances! 
3 Introductory Special Offers! 
Get these new appliances and extra profit, too! See The New Toastmaster Appliances 
At The Housewares Show, Space 406-8-10-12 


a your 
yal 
}. Aw 
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TOASTMASTER APPLIANCES | 
SPECIAL OFFERS ! 


appliances and EXTRA PROFIT, 00 ! ic :scs ox: un.» 


2 New Automatic Fry Pans New Steam and Dry Iron 
New Automatic Grill and Waffle Baker 


MODEL 4681 












MODEL BA 
14 Inch CHECK THESE $159 
19% ou — 
Accurate Dial indicator 


maintains heat set. 
Converts instantly from 
dry to steam. 

Uses Tap Water. 

Easy to Fill and empty 
Aluminum Reservoir cun- 
not rust or corrode 
Cool Handle is insulated 
for comfort 

Stands on Heel and 
steam shuts off 


Grit & ee ! 
4 41625 \att D 5O si and igetal 
: puomen : rt a aot 
yet 3 ao 1 COM er 0 ok av 
(re spe or cD 
The idea! gener © uy, your of ¥ 
. wi yer® 
Waffle Boker _ g32 ~ Waffle o tse ® 
o 


MODEL 203 


$3290 ee 


peortect Grill »- 


CHECK THESE OUTSTANDING FEATURES 


interchangeable Grids treated to prevent sticking. Ciriddles re- 
place grids for frying or toasting. 





e Frestest anatte: Correct food heat—every time. 


Squere Shaped: room to fry, stew, bake, broil es 
immersibie up to the handle tip for easy cleaning. Makes 4 Big Waffles. Less waiting. 
Signal Light tells when pan is ready. Signal Light tcils when food is ready os 

Side Walls wive increased capacity. Accurate Temperature Control assures perfect results. 
cm - mated Front Handle supporis cover. Cirill is always level. 


Temperature Chart on handle ranges up to 420° 


and gives proper settings for 17 different foods. Drip Spouts drain excess fat. Deep rim limite batter overflow 


. ually ae 3 —Saatlliradeer « fra LtOn 


TOASTMASTERS Mhomatc. Aryplanees 


“Tosermeeree” is @ regietered trademark of Metsraew Biectric (ompeny. Bigia, Iiinets © 1956 
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BRIGHT 


BEAUTIFUL 
& 
TWO SIZES 


‘ Ait DESIGN’ COPYRILN! 














$261 
; Z B 0) 


SYRACUSE ORNAMENTAL COMPANY, INC 
SHOWROOMS ; 



































































































































Lejt—Designed by Michel Daum, this 
“Orion” bowl in heavy crystal from France 
is characterized by upsweeping lines; it 

is 10” in height and retails for about $29. 


From Daum Cristallerie. Inc.. of New York. 


Far Lejft—-New series of brandy inhalers 
from France is decorated in “Paris” design; 
also available plain or with Napoleonic 
design. Sizes are 5, 7, 13 or 20 ounces. 
From the French Glass Co., of New York. 


Left-—This two-part epergne is part 

of a large variety of accessories in hand- 

cut and polished lead crystal from Germany; 
14” in height, it may be retailed for $36. 
From Ebeling & Reuss Co., Philadelphia. 


Far Left—-New “Swirl” pattern in crystal 
glass from Sweden appears here in two sizes 
of footed bowls; 7” size may be retailed 
for $3.75 and the 9” size for $5. 


From R. F. Brodegaard & Co., Inc., N. Y. 


Lef{t—-Various leaves in muted tones 

from gray to beige make up “Allure” de- 
sign on coupe shape in china from Heinrich 
and Co.; 5-pe. setting may retail for $9. 


from (,€0. Borgfeldt Corp.. New Y ork. 


Far Left—Group from new “Metaleraft” 
line of gold or platinum covered china 
gift and table items; retail from $1.90 

to $12 each; higher with flower design. 


From Midhurst China Co.. Inc.. N. Y. 


Table top fashions .. . 
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Right 


ations are in heavy Orrefors glass from 


These original decorative cre- 


Sweden, made entirely by hand and combin- 
ing twilight green with crystal. They are 
sold by Fisher, Bruce & Co., Philadelphia. 


Far Right—*Tritan” design in bone china 
has hand-enamelled wreath of coral and 
ash gray rim in the new “Inlaid” process; 
the 10” plate may be retailed for $9. 
From Josiah Wedgwood \ Sons. Ine.. N.  F 


Right—French in style, “Jardinieres”’ 

pattern done in charcoal, pink and coral 
on “Impromptu” dinnerware designed by Ben 
Seibel; 16-pc. starter set, $18.75 retail. 
From Iroquois China Co., Syracuse, N. Y. 


Far Right—Ceramic table accessories are 
this 1544” shell bowl in gray and mother- 
of-pearl lustre (retail $8) and Merry- 
maids which retail at $3 each. Made by 


Florence Ceramics, of Pasadena, Calif. 


Right—From group of Spode fancy items 
in white are this cornucopia (retail $6) 
and 12” primula bowl (retail $12). Bowl 
also available in 9” size, retail $7.20. 


From Copeland & Thompson, Inc., N. Y. 


Far Right-—“Skylark” is simple, widely- 
spaced hand cutting done on tall stemware 
shape, shown here in champagne glass and 
goblet; stemware retails for $36 a doz. 
By Fostoria Glass Co., Moundsville, W. Va. 





and home accessories. 
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WE'RE SOLD ON SELLING BY TV 


by Seattle Jeweler iob Clime 


as told to Edward Rh. Lucas 


A retailer spent 12 per cent of his gross income 
on one advertising medium. The results, in his 


opinion, more than justified a big expenditure. 


* As our newest and most exciting advertising medium, 
television offers the jeweler an easy way to spend a lot 
of money in a hurry, It also offers him an opportunity 
to develop an effective and profitable stimulant for added 
sales volume, 

We spend 12 per cent of our ZT Oss income on TV 
advertising, Since we began our program, that comes to 
an impressive total——about $70,000-—-and it has been 
well worth it, even though it is a great deal of money 
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for our five-employee store in an outlying business 
district of Seattle, Wash. 

It has most certainly been worth the cost, including 
even those expenditures for commercials that fell flat 
with a soft, dull thud. For television is no different from 
other forms of advertising—-some failures must be 
expected, especially when the owner is learning its pos- 
sibilities and limitations. 

It has been worth the cost in terms of added sales 
volume that would not have been possible without it. 
Sales for 1953, for example, ran one-third more than 
1952's sales volume, and sales for 1954 exceeded those 
of 1953 by 30 per cent. Last year’s sales figures also 
showed a comfortable increase. Our out-of-district sales 

PLEASE TURN TO PAGE I!3! 
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5 PROVEN WAYS TO INCREASE VOLUME 





AMSCO TRAVEL CAMERA OUTFITS 


EACH OF THESE FAST-SELLING KITS FEATURES 


a top-quality Viking or Speedex Camera. Complete 
outfit includes luggage-brown, alligator-grain travel 
case, leather camera case, flash unit with flash shield. 








THE FINE VIKING OUTFITS 


VIKING 1/6.3 VIKING COMMANDER 
READYSET CAMERA CAMERA CAMERA 


. ror ¢ Sharp, hard-coated [/6.3 
quality folding camera anastigmat lens 


¢ Color-corrected, ¢ Flash-synchronized shutter, 
hard-coated f/6.3 lens with speeds to 1/200 second 


* Accurate 1/200 second ¢ Rich, black-grained 
flash shutter body covering 


¢ Body shutter release ¢ Satin finish metal trim work 
¢ Metal construction throughout * Easy-loading, swing-out 
¢ Makes 2” x 3” pictures film spool carriers 


Makes 2\4” x 3%" pictures 
COMPLETE OUTFIT $44.95 


sie aera $29.95 COMPLETE OUTFIT $34. 95 


-_ a ree a RR RA AE ANN mus ec eS Oe SRNR nee GNP SAIN ANNES com sense AS) SERED eee matter ute Gaim NR ulm 


THE QUALITY SPEEDEX OUTFITS 


¢ Fast f/11 double lens 


¢ Flash-synchronized shutter, 
with speeds to 1/200 second 

¢ Simplified exposure and 
focus settings 

¢ Makes 244” x 34” pictures 
in black-and-white and color 





1/4.5 1/4.6 SPEEDEX SPEEDEX 
SPEEDEX SPECIAL SPECIAL "R” 


¢ Hard-coated, sharp-cutting ¢ Color-corrected, Sharp, highly corrected 
f/4.5 lens hard-coated f/4.5 lens f/4.5 coated lens 


i 
i 
i 
j 
i 
i 
I 
¢ 1/200 second flash- * 1/300 second shutter for ¢ 1/300 second shutter for flash ; 
i 
| 
i 
i 
| 
i 
! 


synchronized shutter stop-action and flash pictures and action pictures 


* Optical eye-level ¢ Built-in self-timer Independent built-in range- 
prowess ou ee ¢ Smart, modern styling wna 4, gaa with 

Bag ‘metal body, satin trim ¢ Makes 2%” x 2%” pictures 

he Compact, lightweight . . De th-of-field calculator— 


; 7 “- self-timer 
* Makes 24” x 2%” pictures Makes 2” x 24” pictures 


COMPLETE OUTFIT $39. 95 COMPLETE OUTFIT $59. 95 COMPLETE OUTFIT $67. 95 


Pe me ea aa a a en nn nnn tl 


! EXCELLENT DISCOUNTS... tested, proven fast-movers, Ansco Travel 
Camera Outfits are a complete line of high-profit products. Here are precision cameras 
at pinchpenny prices. More than that, these kits have the added customer appeal 
complete ready-to-use camera outfits that are dressed to sell—and really do. 


This merchandise moves. Get your order in now! 


Ansco 


BINGHAMTON, NEW YORK 


A Division of General Aniline and Fiim Corporation 
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Many customers who came in to have their silver 
repaired stayed to mdke purchases in other de- 
partments of this store. 


by Hazel Palmer 


SILVER CLINIC srimucares sares 


Henebry's Jewelers, Fayetteville, N. C., used this ° A three-day silver clinic was one technique a 
large display advertisement to induce shoppers to North Carolina retailer found effective in giving 
bring in for repairs their treasured, but fre- his business a shot in the arm. 

quently neglected silver pieces, Henebry’s Jewelers, 110 Hay St., Fayetteville, 
was pleased that a properly staged clinic not only 
brought in much business in its own right, but 
served as an excellent source of additional sales 


-— 





Fp > $4 ee a age 


AGAIN BRINGS TO FAYETTEVILLE in other lines. 


A CLINIC FOR THE RESTORATION OF YOUR SILVER Henebry’s first tried out the clinic idea in its 
wey avrmenric Roanoke, Virginia, store. It proved so successful 
D- D> ye) 6 that it has been continued annually since, and also 

wed in On es eomnea introduced in the Fayetteville store. 
iciinain: mins The silver clinics are easy to stage. Henebry’s, 
SILVER REPAIR SERVICE for instance, has an arrangement with Don 
Parker, a silversmithing expert from Cheshire, 
3 DAYS ONL ee Owe Conn., who comes into the store for a 3-day period 
Pte ines and deals directly with customers. All work is 
i mls accepted at the retail level during the clinic days, 
MAR. PARKER er , : . 
ott ner om Siverting, giving Henebry’s a fair profit on all work done. 
Wh, PARKER i ak yom indivily hens | In the past two years, during 3-day clinics in 
1954 and 1955, Henebry’s silver restoration, re- 
mite igang sj altaon pair and resilvering business totaled more than 
et. on olieembe anes $2,600, which breaks down to about $435 per day. 
ahaa neaslienscninhe ot Moreover, this does not include the additional 
sales brought about by the substantial increase in 

store traffic. 

During the clinics, Henebry’s decorates one 
aay oe | window with silver pieces taken from its stock. 
ar eva sandbn o an a . 4 These are supplemented by special pieces, includ- 
ing “before and after” examples and restored 
antiques. 

S00) 0 YOUR VND... land bp atte end panury tadey Special advertisements are run in the local 

Ms 


a newspapers announcing the silver clinics. Ex- 
re ee a ee AFT 8064 VRS 


REMEMBER RESTORED HEIBLOOMS MAKE PRICELESS GIFTS! PLEASE 


TwO MOnTHt DELIVERY / moO oFPOSIT 
hOOnte # DELED “fl ee Quiato 
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Presenting 


A fascinating new f 


ALVIN, 


STERLING PATTERN / 


with a particular =, 


youthful appeal ! 


Retail price for a 6- 
piece luncheon-size 
place setting is $32.50 
Federal Tax Included. 


F 
: rs 
7 ; 
a 2 
- 
Vhs 
f} }/ e”) 
7 PJ os 
} @ YJ 
' F é 
P 
4, “ 
F 
7 


Youthful and modern with classic simplicity, best 
describes this lovely new pattern in ALVIN Sterling . . . 
Spring Bud ... at home on every table. Our exhaustive 
pretesting methods show a strong sales demand for this 
lovely, new ALVIN design — especially in today’s large, 
youthful market. 

This demand will be increased by a heavy schedule of national 
| advertising — a total of 13 full pages during the next 6 months in 
/ 4 House Beautiful, Charm, Seventeen, Modern Bride and Guide for 
\ the Bride with a combined readership of over 32,758,100. 

Be first to show and you're sure 4 gs your share of sales in this new 
pretested ALVIN pattern, Spring Bud. 


Order now from your Alvin jobber or direct — prices the same. 
THE ALVIN SILVERSMITHS 


Makers of exclusive Silver Designs for Seventy Years 
PROVIDENCE 7, RHODE ISLAND 





Price folders gladly sent on request, showing Spring Bud and other Alvin patterns. 
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China 
Glass & 
Giftwares 


by MADELINE LOVE 


AVE you looked around your china, glass 
H and gift section lately? Really looked? 
The stock is all familiar to you, of course, 
and the fixtures that were built for you some 
years ago are such an old story that you don’t 
actually see them anymore. You, or someone you 
delegate for the job, see that the merchandise is 
put on display in the fixtures and then you wait 
for the customers to come in and buy. 

Or—we hope—do you operate your store along 
more modern lines than that? 

We hope so, because this is a section which re- 
quires specialized attention. It serves, or can be 
made to serve, as a magnet for the women shop- 
pers of your community, bringing them into the 
store repeatedly while the occasions for looking 
at diamonds or watches are comparatively infre- 
quent, 

But a magnet, by the very definition of the 
word, must be attractive, and while we are sure 
that your department is all of that, we have to 
admit that there are others which are stodgy, un- 
imaginative, uninspiring. There may even be 
those where a plate is allowed to get dusty or a 
goblet accumulate fingerprints. 


Women are becoming experts in decoration 


Women are fussy about these things. Year by 
year, they become more interested in creating 
smart and colorful settings in their own homes. 
The modern American housewife has more know- 
how about design and color effects than her grand- 
mother, or even her mother, ever did, and she 
looks for at least an equal knowledge in the store 
where she buys things for her home. 

The better gift stores have been doing an out- 
standing job of interior design and effective dis- 
play—-these probably represent the jeweler’s keen- 
eat competition for china, glass and gift sales. As 
a jeweler, you have the big advantage of long- 
standing prestige and the aura of high quality. 
But remember that eye-catching displays, smart 
and frequently-changed table settings and a wel- 
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coming warmth of atmosphere—all of them fea- 
tures of the good gift shop—can do just as much 
to bring business to your store. 
* * * 
IR CONDITIONING installation at the Hotel New 
Yorker will be completed in time to make 
comfortable the entire display area of the Na- 
tional China, Glass and Pottery Show, to be held 
there July 15 to 20. The Show includes all floors 
from the eighth down through the ballrooms, and 
mezzanines on the second floor. Now for the 
first time buyers will be able to cover the exhibits 
in cool comfort. A special feature of the Show 
will be the Tops-on-Tables exhibit highlighting 
new merchandise. This display will be in a suite 
on the seventh floor, with a hostess in attendance 
and refreshments served to buyers, and each firm 
participating in the show has been asked to sub- 
mit one new item for the display. These items 
will be balloted on and plaques will be awarded 
the three favorites. 


HIS special display of the “Birch Blossom” 

pattern in Franconia china attracted much at- 
tention this spring in the Mallison jewelry store 
in Painted Post, N. Y. Done on a birch table, a 
place setting of the china was set off with a low 
vase of birch leaves and blossoms, the whole 
placed in front of a pegboard which held the other 
Franconia designs carried by the store. Fran- 
conia is imported by Herman C. Kupper, Inc., of 
New York. 


+ * * 


(." ROBERT, director of public relations for 
the Kosta Glassworks, in Sweden, has been 
visiting briefly with both the Philadelphia and 
New York quarters of the Ebeling & Reuss Co., 
United States representatives for Kosta. After- 


wards he flew for a short trip to South America. 
- * * 


ANDSOME new showrooms at 362 Fifth Ave., 
New York, were formally opened June 6 by 
PLEASE TURN PAGE 
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kc) China and Glassware — the largest display of glass and 
| = dinnerware at any gift show 


z EE Hotels—LaSalle and Palmer House, two convenient loca- 
—— tions for America’s Finest Gift Market 
~ 2. 


al x | Investigate the Discovery Room where exhibitors newest 








items make their debut 


NN WZ 
| <— California giftwares—with Registered California covering 
“ i ‘s the entire 4th floor of the LaSalle 
Air-conditioned — most rooms at the Palmer House and 
> many at the LaSalle are now air-conditioned 


Giftwares displayed on nine great floors—more than 800 





lines represented 


F <> One buying trip—cover this great central market in one trip 


Get sleeping room reservations now by writing the hotel 


of your choice 


Cm) Invitations are extended to the Chicago Gift Show’s 
7 Dinner-Dance, Thursday, August 2nd, and Bingo 
Party, Wednesday, August 8th 
oie 
as) Foreign lines from 28 nations — an 
' exciting collection of imports 
NZ 


ryt Two Sundays—from Noon to 6 P.M. 
7 Ay 


Eastern Manufacturers and Importers Exhibit, Inc. 
George F. Little, Managing Director 
220 Fifth Ave., New York 1, N. Y. 
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CHINA, GLASS & GIFTWARES (from preceding page) 


the Royal Crown Derby Porcelain Co., Ltd., with 
Martin Dodge, deputy commissioner of the De- 
partment of Commerce and Public Events of New 
York, and James S. Rooke, O.B.E., British Dep- 
uty Consul-General in New York as official 
guests. W. P. C. Adams, vice president of Royal 
Crown Derby, Inc., director of the new show- 
rooms, was the host. 

Modern styling and a deft use of color charac- 
terize the rooms, giving an effective background 
for the display of this distinguished ware, prod- 
uct of one of England’s oldest porcelain factories. 
Among the unusual pieces on display is a bone 
china soup tureen so large that four persons are 
required to carry it. And accompanying it are 
bowls large enough to contain an entire roast 
sheep. These items are part of a 3000-piece ser- 
vice recently made for Sheikh Ali Bin Abdullah, 
Al Thani of Qater. 

Sharing the showrooms with the Crown Derby 
organization is another new company, Fine China 
Associates, Inc., importers of unusual contempo- 
rary pieces from Europe. These lines include 
Poole Pottery, English manufacturers of dinner- 
ware and accessories, silver and silverplate from 
Viner’s, one of England’s oldest silversmiths, 





from France—DECANTERS, WINE & CORDIAL SETS 


""MADELEINE"' 
DPOR -296 7 Lou ROOSTER" 
28 ox. RUM-1 
ey 17 ox. 


Write for prices and details. 
Sole distributor in the U.S.A. 


rHe FRENCH GLASS (CO., inc. 


On display: 
NEW YORK: William Streeter 
775 Fitth Avenue, New York 10, BH. Y, 


CHICAGO: Rolph P. Higgins 
1558 Merchendise Mart, Chicage, '!i. 


DALLAS: Clay Folsom 
118 Merchendice Mert, Dellas |, Texas 


for generous mark-up anda quick turnover! 


OER & 


WINE SETS with 28 os. decanter and six metching glesses. 
CORDIAL SETS with 15 os. decanter and six metching glasses. 
Left: ""MANON'’ ... Wine, POR-294 .. . Cordial, POR-298 
Right: ""NICE’’ . . . Wine, POR-295 . . Cerdiel, POR-299 


e\ 
610 FIFTH AVENUE F 


NEW YORK 20, N. Y. 

WEST COAST: Sidney W. Fiedler 

1355 Market $+. (Spece 263, Western Mdse. Mert) 
Sen Frencisce 3, California 
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wooden bowls by Toschka, place mats by Michael 
Marsh, figures by Sven Lindhart, and other items. 


ee 


By Haviland, 

for King Ibn 

Seud, of Saudi 
Arabia 





| | ERE is a plate from the $60,000 china service 
just being completed at the Haviland fac- 


tory in Limoges, France, for King Ibn Saud of 
Saudi Arabia. The set, ordered by the king for 
royal state occasions, comprises 2600 pieces, in- 
cluding monumental soup tureens and serving 
platters, and it may be used to serve 200 people. 

It is decorated with triple bands of gold en- 
crustations with raised garlands of coin gold, 
and each piece bears the royal coat of arms in 
raised coin gold. Nineteen separate decorating op- 
erations were required before the final effect was 
achieved. 

Theodore Haviland, 
American company, says he plans a traveling ex- 
hibition of representative pieces of the set to be 
shown this fall in museums and franchised Havi- 
land dealers in this country. 

Mr. Haviland has also announced an expansion 
and modernizing program which has been in 
progress for some months at the factory in 
Limoges, and which will increase production by 
approximately 100 per cent. New, modern kilns 
will be lighted for the first time in September and 
equipment now being installed will permit the use 
of many advanced decorating techniques. Tied 
in with this expansion will be a new design, ser- 
vice and sales program to be launched by Havi- 
land in America, to be completed in time for the 
coming mid-year china and glass market. 


* * * 


president of Haviland’s 


fips board of governors of the American Glass- 
ware Association has elected Richard L. Davis 
as secretary-treasurer, succeeding H. L. Dilling- 
ham, who has served for 20 years and is retiring 
July 1. Mr. Davis has had 21 years of wide ex- 
perience in various manufacturers’ trade asso- 
ciations and most recently was executive secre- 
tary of the New York State Society of CPAs. 
+ * > 

WENTY-FOUR new designs in Ceraglass drink- 

ware and serving accessories were introduced 
June 6 at a cocktail party in the showrooms of 
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WOH Pa 


ASSORTMENT... 
for Only #1330 


Assortment No. 33...... 


Perfect for Art and Gift items. Fancy nested 
boxes of various sizes from 3x3x3 to 12x12x8. 
(Two of three of the least used sizes and from 
five to eight of the most used sizes.) Choice of 
colors: Silver White; White Modern (embossed); 


Coppertone; Ivory Enamel and Paisley. 


Prompt delivery! Order direct from this ad... 


For 24 other specialized assortments please write 
for illustrated catalog which also lists hundreds 
of STOCK JEWELRY and GIFT BOXES. 

Special designs, plain or imprinted boxes also 
available . 

“The Package is Part of the Purchase” 


R PACKAGE CORPORATION 


MA Lelia 


fn JROORA if mt) 





— 

USE THIS HANDY ‘ 

Pictorial Pa Package Corp. ORDER COUPON , 
232 S. Lake St., Avrora, illinois , 
( ) Please send special 72 Gilt Bou Assortment No. 33... ' 
$13.30. ' 

( ) Bend illustrated catalog of Complete line Free i 

j 

Name j 
' 

Firm } 
Address 
City State j 
a a cite nies ampas i eait i i iat eee ei i ce ee en J 
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0 de since 1770 


THE VP FINE ENGLISH 


DINNERWARE 


Fine English Earthenware 
ENGLAND 


, ‘ SP Out 
English Bone China COPtisncs Crim 


Lowestoft Stone China 
e 
Made in England by W.T, CoptLanD & Sons, Lrp, 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 


FRANCONIA CHINA 


One of Europe's Finest 


AT THE SHOWS: 


NEW YORK 

Hotel New Yorker 
Room 626 

July 15-20 


CHICAGO 
Palmer Howse 


ONE OF OUR FINEST JEWELER’S PATTERNS! "oom 974W 


July 79-Aug. 9 
The grandeur of the Renaissance is cap- 
tured in delicate tracery of the Acanthus 
leaf border in soft blue-greys on pure 
white translucent porcelain accented by 


rich Platinum trim. NEW YORK 
Trade Show Bidg. 
5-pe. Place Setting with 10%" dinner plate: Room 642 


Aug. 19-24 
$13.96 Retail (Slightly higher South & West) 


49-41 West 24rd St. 


HERMAN C. KUPPER, INC. New York 10, N. Y. 
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the Vincent Lippe Corp., New York, national dis- 
tributors of the ware. In addition to the work of 
the firm’s regular staff of designers, the new 
decorations included the work of designers, artists 
and cartoonists noted in other fields. And the 
range of items has been enlarged, with utilitarian 
jars, bottles, serving dishes and cigarette boxes 
added to the lines of tumblers, cocktail mixers, ice 
buckets and trays decorated with color and 22 
karat gold. 

Incidentally, it should be noted here that the 
decoration on the tray illustrated last month in 
these pages has been discontinued by the Cera- 


glass factory. 
* * * 


om Ge 

“te 

i => ‘ Bernard Aubert 
~~ 


a AUBERT, director general of Univer, 
Paris, France, an export association of the 
French glass industry, was a recent visitor in this 
country. He visited the French Glass Co., Inc., of 
New York, of which he is president, consulting 
with the executive vice president, L. B. Sark, and 
also his representatives in the principal trading 
centers throughout the country. Univer comprises 
50 of the leading glass manufacturers of France. 
* * + 

poser the week of the National China, Glass 

and Pottery Show, the Richards-Morgan- 
thau Co. (Raymor), of New York, will introduce 
at the Empire State Room of the Prince George 
Hotel a new and thoroughly integrated program 
of new dinnerware, glassware and accessories 
together with innovations in their packaging and 
merchandising. Called a “Revolution in Con- 
temporary Dining,” the showing will have its 
premiere at a press party July 16 in the suite, the 
guests to include representatives of buying offices, 
a group of 56 selected stores, and the trade and 
consumer press. Designs by Ben Seibel, George 
Nelson, Michael Lax, Sergio Dello Strologo and 
others will be introduced, together with what 
Raymor calls an entirely new concept in the care 
of dinnerware at the store and in the home. 

* * + 

A* part of a realignment of sales territories for 

the Rosenthal-Block China Corp., of New 
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York, a new showroom has been opened in the 
Merchandise Mart, Chicago. From there, Schuy- 
ler V. Colt will continue to cover the major cities 
of that area, while the Shelly Marks Co. has been 
named sales representative for the smaller com- 
munities. Charles J. Dooley, who has been asso- 
ciated with Rosenthal for 30 years, is curtailing 
his sales activities and will live in Miami with 
only the state of Florida as his territory. 

R. T. Pickering, of Chattanooga, will cover the 
Southeastern territory. Stanley Bornsten has 
been named Pacific Coast sales manager with 
showrooms in the Brack Shops, Los Angeles, and 
Willis Y. Calder, of Denver, has been made sales 


representative for nine Rocky Mountain states. 
Arthur Scholder is vice president in charge of 
sales for the company. 


By Shenango 
for President 


Eisenhower 





HE new Fleetwood shape in Shenango china 

has just been selected for use on the presi- 
dential airplane, “The Columbine.” This is the 
second recent commission Shenango has received 
for the Chief Executive, service plates in Castle- 
ton china (division of Shenango) having been 
chosen for the White House. 


SILVER CLINIC STIMULATES SALES (from page 122) 

perience has taught Henebry’s not to run these 
ads more than a few days in advance of the clinic, 
for customers may forget about the affair, putting 
off their trip to the attic to locate their treasured, 
but badly worn, family silver. 

One such ad, four columns in width and 12 
inches in depth, featured the headline: “Hene- 
bry’s again brings to Fayetteville a clinic for the 
restoration of your silver.” 

Beneath this, in large bold-face capitals, were 
the words: “Silver Repair Service 3 Days 
Only.” The ad featured two illustrations of a sil- 
ver teapot. One was badly damaged, with dents, 
broken hinge, bent finial, loose insulator and areas 
needing replating. The other represented the same 
teapot after restoration, looking like new. 

Copy in the ad pointed out the extent of the 
restoration service offered in Henebry’s clinic: 
“Your silverplate ... now worn, dented and black, 
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NEW BAR TRAY SET 





footed and 


Bar tray set in copper-finished metal, 
equipped with comfortable handles for easy carrying 
.. holds eight glasses and ice bucket with ample 


space tor liquor bottles .. . decorated with rooster 
design done in black and gold. 
l0eme. et... $9.95 retail 


Packed 1 unit per carton 
Immediate Delivery 
P.O.8. New York 


GEO. BORGFELDT 
CORPORATION 


1881-1956 
Our 75th Anniversary Y ear 


44-60 £. 2380 ST., NEW YORK 10, N.Y 


712 S$. Olive St. (Merch. Mart) 
Los Angeles, Calif 


44 York 4 
Toronto, Ont.. Canada 
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BOK & PAPER 


1737 W. 2nd $. 
Marien, indiena 


A DIVISION OF MORRIS PAPER 





PAILLS 








DOES A GEM 
OF A SALES JOB 


lt simplifies your sales job by pre-selling customers 
lor you, 


Every week, the powerful focal impact of LIFE works 
right in your neighborhood, LIFE pre-sells the products 
yvousell,..in the course of 13 issues LIFE reaches 3 out 
of 5 households in the average community, 

That's what's meant by LIFE’s local impact, It sends 
people into your store looking for the “Advertised-in- 
LIFE” symbol, Use it regularly. It really pays off. 


These are some of the best-selling jewelry items 
advertised in LIFE: 


IBM lypewriters—page, color 
Bell & Howell Cameras—'A page 
Fosta-Grantly Sunglasses—'4 pg. 
Voigtlander Cameras— 4 page 


June 18th 
Argus Cameras-—- page, color 
Holmes & Edwards—page, color 
Kodak Cameras— page, color 
Burroughs Adding Machines 

4 page, color 
Bell & Howell Cameras—4 page 
Polaroid Sunglasses— 4 page 
Voigtlander Cameras—'4 page 
Prestige Watch Co,--14 lines 
Winthrop Gift Sets—14 lines 


July 9th 

Ansco Cameras—page, color 
1847 Rogers Bros,—page, color 
Polaroid Cameras— page 


June 25th 


International Sterling—page, c. 
Ronson Shavers-—page, color 
Polaroid Cameras —page 

Chic Leather Goods-— 14 lines 
Bell & Howell Cameras—'A page 
Polaroid Sunglasses 4 page 


July 23rd 

Ansco Cameras— page, color 
Holmes & Edwards—page, color 
Bell & Howell Cameras—'4 page 


July 30th 
July 2nd International Sterling —page, c. 
De Beers Diamonds—page, color Alco Pens—14 lines 


According to a recent survey by Audits and Surveys, 
LIFE ranks first as a merchandising tool with 
jewelry retailers 


Audience Source: A Study of the Household Accumulative 
dudience of LIFE. 
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Better Rhinestone Jewelry —14 li, 


can be heavily resilvered ... made once again 
sparkling and lovely. 

“Your sterling pieces straightened, dents re- 
moved, black spots cleaned, new insulators and 
handles made, leaks and parts soldered. Stainless 
steel blades inserted in old sterling knives.”’ 

To provide further stimulus to hesitant silver- 
owners, the ad promised that the repair man 
would “talk to you individually about resilvering, 
repairing and restoring your silver. All kinds of 
antique or 


silver pieces... sterling or plate... 


modern.” 


Old silver brought in from attic trunks 


Henebry’s has found that ads of this type are 
quite effective in convincing customers to bring in 
their old and treasured pieces of silver, either 
sterling or plate. Since most of the pieces can be 
completely restored, Henebry’s clinic has also 
created considerable good will for it among local 
residents who previously thought their pieces 
were only worthless relics of grandmother’s day. 

In many cases, Henebry’s found, customers had 
partial sets of old silver stored away in trunks. 
When they learned that original pieces, or accu- 
rate reproductions, could be obtained at the clinic 
they brought the sets in. Often, when customers 
saw Henebry’s regular inventory of sterling and 
plated hollowware, they made additional pur- 
chases to fill out their service. 

Another advantage of the annual clinic to Hene- 
bry’s is in selling to the military market repre- 
sented by nearby Fort Bragg, one of the largest 
airborne military establishments in the country. 
With every merchant in town competing for mili- 
tary business, the clinic gives Henebry’s a special! 
opportunity to bring military personnel into the 
store. Many wives on the post welcome the 
clinics and take advantage of them to have their 
silver, which has usually been damaged in their 
many moves around the country, restored to its 
former condition. Once they have visited Hene- 
bry’s for this purpose, they are likely to keep it in 
mind for other jewelry purchases. 


Customers begin to appreciate their silver 


“The clinics not only bring new customers and 
create good will for Henebry’s,” says Mrs. Mary 
E. Franklin, manager of the store, “they give peo- 
ple a deeper appreciation of silver, both antique 
and modern, and they do an excellent job of show- 
ing the public the kind of service that is con- 
tinually being offered by a good jewelry store.” 
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WE'RE SOLD ON SELLING BY TV [from page 120) 





Mr. and Mrs. Bob Clime, Seattle, Wash., look over the film 

for one of Clime's television series of advertisements. The 

jeweler has been spending |2 per cent of his gross on TV 
advertising and has found the entire program profitable. 


now account for roughly 65 per cent of total volume. 
These customers have been brought into our district 
exclusively by our advertising program. Including resi- 
dents of the Greenwood district who have responded to 
our television commercials, it’s probable that approxi- 
mately three-fourths of our total current sales volume 
can be credited to television advertising. 

Clime’s is able to spend 12 per cent of gross for tele- 
vision advertising because we are out of the high-rent 
auwntown district, | figure that part of the rent we would 
have to pay in a more expensive location can properly 
be invested in our TV advertising program. 

I also see no disadvantage to putting all my advertising 
eggs in one basket. In fact, I believe that it is best to 
stick to one medium of advertising, whatever that 
medium is. Only in that way is an advertiser able to put 
his message repeatedly before the same audience. By 
diluting the impact in several media, the effectiveness 
would be wasted on many people. 

Repetition is just as important in television as in 
newspaper advertising. If a commercial does not get 
results the first week. that does not mean it is bad. The 
first showing often makes very little impression on a 
television audience, The second time it will seem vaguely 
familiar to many of them but the message may still not 
register, Often, it is not until the third or fourth showing 
that they will listen attentively and understand what is 
being said. When that point is reached with a good com- 
mercial, you have people coming into your store with 
intent to buy. 

One thing I've discovered is that there is no way to 
know certainly in advance whether a particular com- 
mercial will be successful or not. I recall one film that 
was prepared carefully far in advance and on which we 
had the manufacturer representative's advice and full 
cooperation. It flopped dismally, for reasons which still 
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NEW YORK BOUND 
FOR THE JEWELRY SHOW? 


BRING 


YOUR PROBLEM 
ALONG 


WE CAN HELP SAVE YOUR BUSINESS 














a fact substantiated by our 35 year 
record of conducting dignified prof- 
itable and completely successful 


FLAT or AUCTION SALES 


[| Need working capital? [|] Sales declining? 
["] Pay off creditors? [) Need new customers? 
[) Pay off bank loans? [) Settling estate? 

[) Going out of business? 


If any of these problems are yours, write, wre or 
phone us to arrange a meeting, at our expense, and 
without any obligation whatsoever, to discuss their 
practical solution. 


For over 35 years we have planned and developed an 
individual campaign of action which enables you to 
stay in business, pay your creditors, settle your estate, 
or if you wish discontinue your business—all through 
our successful method of Flat or Auction Sales, or a 
combination of hoth. 


WE GUARANTEE 
100¢ ON THE DOLLAR, PLUS—-FOR YOUR STOCK 


@ Your reputation will be guarded 
@ You will have a more popular store when sale is over 
@ Your business will be permanently increased 


@ We will interview you at our expense, without obliga 


tion te vou 


@ We also buy stores for cash 


HIGHEST BANK end TRADE REFERENCES 


WRITE — WIRE — PHONE 


COLMES « BRILL 


AUCTIONEERS 


45 WEST 45th ST., NEW YORK 36, N. Y. 
PHONE: |Udson 6-2334 
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it’s easy! It’s profitable! 


STAMP NAMES or 
MONOGRAMS 


NOW YOU CAN RENT 
the simple, easy-to-use 


KINGSLEY 
MACHINE 
Write for details 


Kingsleg STA MPING MACHINE 








Are you a Cash Jeweler 
with a Problem? 


lf your store has enjoyed a good Reputation for 
many years, We can be of Service to you— 

We will buy your store, paying you dollar for 
dollar for your assets or will conduct a sale for you, 
suited especially to your particular situation. 

Our Files contain a list of the Nation's Leading 
Jewelers whom we have helped. 


Please Write, Phone or Wire collect 


HARVEY ROSS & CO. 


“Sales Promotion Specialists for Two Generations” 
32 West 39th St LO. 4.5037 New York 18. N. Y. 








elude us, and was consigned indefinitely to storage. 

Two weeks later we had to prepare another filmed 
commercial on the spur of the moment. It was strictly 
a casual job, yet it has been one of our most successful 
commercials. While | have learned to judge my com- 
mercials pretty accurately, there is always some element 
of unpredictability about the public’s response. 

We use both filmed and live commercials, but are 
partial to the films, Live commercials require six or seven 
studio technicians to be on hand, and cost $40 to $50 
more than the films, which require only two technicians. 
A good filmed commercial can be used 10 or a dozen 
times or more. Our most popular one, featuring “Joe 
Friday” of “Dragnet” has been shown over 60 times. If 
a commercial can be used only three or four times, of 
course, a live presentation is usually preferable. 

Most of our filmed programs are sound films. Though 
a cheap one can be made for as little as $125, the defects 
are usually apparent. And where you are spending $2000, 
say, on 10 telecasts of the film, it is false economy to 
save the small difference between a good film and a bad 
one, 

We pay between $175 and $200 for most sound films. 
The photography is handled by one of two local photo- 
graphic firms, and the film is then sent to Hollywood 
for sound. Hollywood studios are equipped to do a high 
fidelity, first quality job of sound reproduction and 


synchronization. 


Economize without harming quality 

Corners can occasionally be cut, however, without 
harming the quality of the presentation. For instance, 
we sometimes have films made with only 45 or 50 seconds 
of sound, In this case, the “tag” end of the 60 second 
telecast is filled in by the studio announcer. Or, silent 
films can be made up at a cost of $50 to $100, and the 
audio for the entire commercial supplied by the studio. 

Since television advertising is expensive and since we 
are a small store, we select items to advertise that will 
give us a good dollar return on each sale. 

By a good dollar return | do not mean an $18 watch, 
of which we would have to sell a large number just to 
pay for one commercial. Instead, we advertise diamonds 
and rings, more expensive watches, silverware, and other 
items in the higher price brackets. Thus, a sale of a 
single diamond may pay for the commercial, and we do 
occasionally make as many as two to four diamond sales 
in one day as a result of our programs. In addition, we 
probably get just as much foot traffic as if we advertised 
lower priced items, as not many people would drive to 
the Greenwood district from other parts of Seattle to 
buy a low-priced special. 

The personal approach is very sales-productive. For 
this reason I appear in many of the commercials, and 
Mrs. Clime occasionally gets into the act. The announce- 
ment refers to me as “Bob” Clime. That is an informality 
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that people apparently like—quite a few customers ad- 
dress me as “Bob” in their first visit to the store. 

Copy for the commercials is made up by my advertis- 
ing agency. However, as owner I| decide what | want 
to feature in the ads, then check them over before they 
are produced, Consequently, the owner must learn a few 
things about the medium in order to judge the effective- 
ness of his programs. 

We use all three local main channels and concentrate 
our advertising on those times of the year when it will 
be most effective. 

Incidentally, | am now sponsoring a news program on 
television, five days a week. Clime’s bought the whole 
thing, then sold half to another type of retail firm. How- 
ever, | have found that people tend to associate the entire 
program with our store, although our sponsorship is only 
every other week. 


TV advertising definitely helps sales 


In 1954, | experimented in late summer and early fall 
by cutting out all advertising. | found, as | thought | 
would that sales held at their regular level for nearly 
two months. They then started to taper off, at which point 
we resumed our advertising. | don’t doubt that if we cut 
off our advertising completely, sales would gradually 
drop off to the pre-television level. 

| believe, however, that now that we have established 
our store name with many television listeners, it will be 
possible to cut down our advertising expenditures some- 
what without losing sales. It naturally costs more to get 
a program like this started than to keep it going. 

In general, a television advertising program such as 
ours can be compared to life insurance. Once you have 
laid out a good program, you can’t very well stop it. 


What’s more, you don’t want to. 


‘Dead’ Wall Space Put to Good Use 

There’s no such thing as “dead” wall space, in the 
opinion of Samuel H. Straus, manager of Daniels Jewelry 
Co., 14 E. Washington St., Phoenix, Ariz. 

The Daniels organization was confronted with a broad 
expanse of wall adjoining the stairway on the left side of 
the store, leading to the basement shopping area, when 
it moved into a new store in downtown Phoenix two 
years ago. 

One possible way of using this staircase area was to 
install pegboard, but Straus rejected this technique. 
Instead, he had several small wall cases built, each 3) 
feet wide by 2 feet high. 

Spaced a foot apart, in two horizontal rows, the hard- 
wood fixtures feature items from the basement display 
area, both to whet shoppers’ interest in that part of the 
store and to illustrate the variety of merchandise carried 
by Daniels. 

Straus has found that displaying an item in one of 
the special wall cases invariably spurs its sale. 
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FAVRE-LEUBA'S 
Double - Barrelled 
Program is acclaimed 


Everywhere... it offers Steady 
Profits, increased Prestige, 












Protection from Unworthy 
Watch Competition 


Models Retail from $71.50 up 


FAVRE-LEUBA 





‘ : ’ _ ’ me VY ’ 


PUSH CUSTOMERS 
INTO YOUR STORE 








See us at BOTH 
JEWELRY SHOWS 


Conrad Hilton ~— Chicago — July 29 to Aug. 2 


BOOTH 81 — Exhibition Hall 


Waldorf Astoria — New York — Aug, 26 to 30 


SPACE 326 — Main Floor 


ROBBIN PRODUCTS 
Merchandise Selectors, Inc. 


HOME OFFICES — BEVERLY HILLS, CALIFORNIA 















































Bawert ly. 


WATCH INVESTIGATION CONTINUES: A Senate-House subcommittee held hearings on the ‘essen 
liality” of the U. S. watch manufacturing industry last month. Industry spokesmen, represeta. 
tives of the importers and assemblers and of various government departments, testified. General 
concensus of opinion: the domestic manufacturers would get government support to protect the 
skills and productive capacity of the industry, which might be vitally needed in time of a defense 


emergency 


HOLD TELEPHONE MEETING: The annual meeting of the officers and directors of the United Horologi 


cal Association of America was held on May 27 via a nationwide telephone hook-up. Nine olficials 
in various parts of the country were connected with the Denver, Colo., headquarters of the group 


LOANS TO RETAILERS: The Small Business Administration has announced that it is speeding up the 
time it takes a small businessman to get a government sponsored loan. In future, the 22 branch 
offices of SBA will be able to approve logms without action by the Washington headquarters 
This is expected to pare the time the process takes from six to four weeks or even less 


MAIL RATES INCREASE: Legislation to increase postage on all classes of mail about 30 per cent is 
being pushed in Congress but final action is unlikely until next year. The increases that have 
been proposed are: from 3 to 4 cents on first class mail; 30 per cent on catalogues and advertis- 
ing matter; and Z cents a pound on third class bulk mail 


MINIMUM WAGE FOR RETAIL SALESHELP: Recent hearings before the Senate Labor subcommittee 
on the extension of the Minimum Wage Law to cover retail workers aroused little interest on the 
part of the public or the press. The lone witness from the jewelry industry was Mrs. Elizabeth 
lohns, operator of the C. S. Johns Jewelry store in Berea, Ohio. She opposed extension of the $1 
an-hour minimum wage on the grounds that an increase in wages of workers in larger stores 
in her area would compel her to raise her employees’ wages and that in turn she would be forced 


to cut the number of her employees, reduce her profits or raise prices 


IEWELRY SHIPPING SERVICE EXPANDED: The Jewelry Shipping Service, sponsored by the Manufac 
turing jewelers and Silversmiths of America, Inc., has been expanded to include truck delivery to 
Dallas, Texas, and air shipment from Chicago to the West Coast. The latter move will cut shi; 
ping time from Providence to the West Coast from 12 to six days. 


WATCHES OF THE FUTURE: Leaders of the watch manulacturing industry told members of a Con 
gressional committee recently of some of the latest developments in watchmaking. M. Fred Cartou: 
board chairman of the Longines-Wittnauer Watch Co., said that several firms were working on elec 
tronic watches powered by radio impulses. Arthur B. Sinkler, president of the Hamilton Watch Co 
forecasted that electric appliance manufacturers like Westinghouse and General Electrie would 

be listed among the watch manufacturers of the future. As he spoke he wore a battery-driven 


watch on his wrist 
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“Our new front has been 


a tremendous asset 


in attracting people to our store,” 


says Mr. Richard Michaels, 


Vichaels-Bauer, Inc., Providence, Rhode Island 





In this smart, good-looking jewelry store, several Pittsburgh Plate Glass Products were used: 
Pittco™ Store Front Metal, Carrara” Structural Glass, Pittsburgh Polished Plate Gloss and Hereu 
ilte™ Tempered Plate Glass Door with Pittsburgh Door Frame. Architect: Telchin and Campanella, 


New York, New York 


“We sincerely recommend new fronts 
for any line of business that must cater 
to the public. Increased sales will more 
than offset the cost of the front.” 
Other 


businesses report that they are pleased 


merchants in all sorts of 
with their new store fronts. They find 
that Store 


Fronts increase store traffic. pay off in 


Pittsburgh Open-Vision 


more and better business. 


PAINTS GLASS 


PITTSBURGH 


CHEMICALS 


PLATE 


\ Pittsburgh Open-Vision Front is 
sure to add to the appearance and 
prestige of your jewelry store. Why 
not find out about Pittsburgh Store 
Fronts and Store Front Products? Just 
send in the convenient coupon. We'll 
be glad to mail you our free booklet. 
“How To Give Your Store The Look 


That Sells.” There is no obligation on 


vou! part, 


BRUSHES 


PLASTICS - 


7 a ae 


FIBER GLASS 


COMPANY 





IN CANADA: CANADIAN 


ror JULY, 1956 


PITTSBURGH 


INDUSTRIES LIMITED 


Pittsburgh Plate Glass Company 
Room 6285, 632 Fort Duquesne Bivd 
Pittsburgh 22, Pa 


Please send me a FREE copy of your 
store front booklet 



























YOUR CHOICE OF THE FINEST 


MARSHALLOY o 2WATCH-CRAFT 
UNBREAKABLE MAINSPRINGS 


Non-Magnetic . . . Fatigue-Proof 
Rust-Proof, White Alloy 


WATCH-CRAFT 


Quality controlled mainsprings made for superior 
service. Unconditionally guaranteed unbreakable, 
rust-proof and smoothly polished. Quality and 


MARSHALLOY 


Guaranteed the finest you can buy. White alloy 
springs of unlimited durability and highest motive 
power. Smoothly polished to a mirror finish. The 
finest saieieal 


le mainspring. $5 _, eR 


finis 
alloy. 


surpassed only by Marsh- ds RS 








LARGEST STOCK OF SIZES IN THE U.S.A. TO 
FIT OVER 3500 POPULAR MAKES AND MOD- 
ELS, REGULAR, AUTOMATIC, AND CHRON- 
OGRAPH, Bulova, Gruen, Longines, Benrus, Etc. 








MARSHALLOY 


No. J27070 Marshalloy Starter 
System Kit. 2 dozen most used 
sizes with set of index cords 


$11.75 


No. J27074 Marshalloy 2 Drawer 
Stee! Cabinet Add-A-Unit Sys- 
tem. 1 each of 72 most used 
reguier sizes. 144 indexes.... 


$45.95 


WATCH-CRAFT 


No. J27080 Watch-Creft Starter 
System Kit. 3 dozen most used 
sizes with set of index cards. . 


$14.65 


No. J27082 Watch-Craft 2 
Drewer Steel Cabinet Add-A- 
Unit System. | each of 72 most 
used regular sizes. 190 indexes 


$40.70 








NEWSPAPER MATS 








C. & E. MARSHALL CO. 


BOX 7737 


CHICAGO 80, ILL. 


Brenches and Distributors in Principal Cities throughout the U. S$. A. 
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Congress Investigates U.S. Watch Industry In Effort 


Consideration of New Era 
Of Wholesaling Dominates 
Topics at NWJA Convention 


The thinking which pervaded the 
49th annual convention of the Na- 
tional Wholesale Jewelers Association 
at the Edgewater Beach Hotel, in 
Chicago, was that bearing upon the 
future of wholesaling and the imme- 
diate problems which affected “the 
new era” of that segment of the 
jewelry industry. 

Thomas A. Fernley, Jr., set the ba- 
sis for the three-day program begin- 
ning on June 6, by presenting a thor- 
ough analysis of the function of the 
wholesaler, his relation to the manu- 
facturer and the retailer. Said Fern- 
ley, at the opening morning session, 
“The wholesaler serves the retailer 
by providing needed services in con- 
nection with his stock, capital, cover- 
age of the market, credit to take ad- 
vantage of good buys, information on 
market trends, shipping facilities 
which expedite delivery and in his 
stocking of items to assure the best 
possible rate of turnover and resu! 
tant percentage of profit.” 


Fernley Analyses Services 


Fernley continued with an analysis 
of the wholesalers’ services to the 
manufacturer which he said provides 
essential assists along the lines of de- 
livery, selection, receiving, inventory, 
buying, merchandising ideas, contro! 
of obsolescence, increase in turnover 
and the furnishing of credit to relieve 
the manufacturer of carrying retail 
accounts which would otherwise he 
necessary. 

Fernley concluded with the state- 
ment that, the functions of the whole- 
saler cannot be eliminated. If the 
wholesaler does not perform these 
functions, then the manufacturer 
must pay for the necessary steps in 
the distributive system either him 
self or to some other organization. 

Milton B. Freudenheim presided 
over the opening meeting after Fern- 
ley’s talk. He reviewed some of the 
problems which had faced the whole- 
salers in the past and discussed many 
of the current ones. 

He mentioned “the frustration of 
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To Determine Its Essentiality in Defense Emergency 


Swiss watchmakers fighting to se- 
eure repeal of the 1954 increase in 
tariffs on their products, or at least 
to block any further increases, aren't 
apt to get much help from Congress. 

A subcommittee of the Senate- 
House Economic Committee held hear- 
ings on the watch tariff problem 
recently as the first step in a planned 
probe of the entire philosophy of the 
defense essentiality concept. The ma- 
jority of subcommittee members left 
little doubt at the hearings that they 
are in favor of government action 
to protect the U. S. watch manufac- 
turers on the basis that the skills and 
productive capacity they hold must 
be maintained by government action 
for use in another emergency. 

The subcommittee gave vent to all 
sides of the knotty watch tariff con- 
troversy, and drew the anticipated 
heavy volume of wind. Not that most 
of it was not without substance, but 
the opposing theories presented—all 
plausible—will give any of the law- 
makers who have not yet made up 
their minds more than a little to mull 
over. 

After a warm-up session collecting 
the views of a group of professors and 
attorneys—-at which former assistant 





Receives Citizenship Award 


Parks, 
star of the popular TV show, “Stop 
the Music,” sponsored by Anson, Inc., 
men’s jewelry manufacturer, is pre- 
sented with the Good Citizenship 


RECEIVES AWARD: Bert 


Award for 1956 by Alvin Austin, 
chairman of the National Father's 
Day Committee. 








Secretary of Defense H. Struve Hen- 
sel argued that high tariffa based on 
essentiality are “expressions of isola- 
tionism,”—the subcommittee got down 
to the meat of the problem. Represen- 
tatives of importers—assemblers of 
Swiss movements put their case on 
the table arguing that domestic manu- 
facturers have lost their market by 
lagging behind Swiss watch tech- 
nology. 


Importers G Assemblers Give Views 


Samuel W. Anderson, president of 
the American Watch Association; M. 
Fred Cartoun, chairman of the board 
of Longines-Wittnauer Watch Co., 
and 8S. Ralph Lazrus, president of 
Benrus Watch Co., argued that the 
skills which the tariff seeks to protect 
are easily developed, and that the only 
real skill in watchmaking is that of 
the highly-trained engineer or tech 
nician who is capable of setting up an 
automated assembly line, not the em 
ployes who operate the line. 

As an example, they said that one 
firm is now working to tolerances of 
one-millionth of an inch using women 
employes with only five hours train 
ing, but on a line that took highly 
developed skills to set up. 

If the government wants to pre 
serye a pool of key production skills 
of the domestic watch makers, it 
should use some type of direct sub- 
sidies, rather than resorting to tariff 
protectionism, the importers con- 
tended. 

At one point, Sen. Paul Douglas, 
D., UL, and the three opponents of 
protection for domestic watch pro- 
ducers agreed in a fit of facetiousness 
that the pending question of “closing 
a loophole” on upjeweling of imported 
movements was simply a “battle for 
the credulity of or against the ig, 
norance of, the consumer,” because, 
they said, there is no need for the 
extra three jewels added to make 2! 
jewel movements. 

Generally, the importers of Swiss 
watches did not have an easy time 
before the committee, and most of the 
questions contained burried barbs and 
were obviously antagonistic. On the 
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‘New Era’ in Wholesaling 
Is Topic at NWJA Sessions 


(From page 137) 


air Trade and the nourishing of dis. 
count selling through overproduction 
and deals.” To this, Mr. Freudenheim 
eaid, ‘ean be added the old bug-a-boo. 
the premium racket. Unfortunately, 
the post exchange and other military 
stores are still to be contended with 
The extent of this practice varies in 
relation to how much the serviceman 
is tempted to supply his buddies, fam- 
ily and their friends with standard 
merchandise at a discount. Now if 
everyone is following the rules re. 
stricting sales to merchandise needed 
by servicemen, it’s the first time I’ve 
ever heard that a soldier or sailor 
after a hard day's activity needs to 
be awakened by an alarm clock tucked 
under his pillow. 

“Yet with all this we are said to 
be enjoying prosperity. Could it be 
‘profitiess prosperity’? Expenses are 
soaring, gross margins tightening, 
net profits disappearing, and turn 
over is slowing down. But let’s face 
it. In union we may find strength. 

“Remember we wholesalers need 
the manufacturers. The manufactur 
ere assembled here want and need 
the wholesalers or they would not be 
here. Let us, then, through coopera 
tion and mutual understanding re 
solve our difficulties and in so doing 
inject new life into the jewel indus- 
try.” 


Surveys the Next Five Years 


One of the most thorough and 
thought-provoking talks of the con 
vention was delivered on Monday 
morning by KR. G. Seymour, director 
of the Bureau of Business Manage- 
ment of the University of Ilbinois, In 
explaining hie views on “The Next 
ive Years in Jewelry Wholesaling,” 
Mr. Seymour said that “the ‘narcot 
ics’ of black ink are concealing some 
of the trends which will have great 
effects on retailers, wholesalers and 
manufacturers in the next five years. 
From the manufacturers’ side, he 
said, we are now in an ‘era of the 
consumer franchise,’ when he is being 
advertised to more and more by the 
manufacturer who is each year pro 
viding more and more of the promo 
tional and distributive functions 
heretofore performed by the whole 
saler and retailer. This, in turn, re- 
duces the services once performed hy 
the wholesaler and retailer and indi 
cates a reduction in markup 

“Manufacturers,” continued Mr 
Seymour, “worship volume and must 
increase gross volume. Looking at 
the retailers’ position,” he continued, 
“The success of the wholesaler de- 
pends upon the snuecess of the retailer. 
whose great problem ‘« that of pro 
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WHOLESALERS HOLD RECEPTION: 


Associate members of the Nationa! 


Wholesale Jewelers Association held a reception in the East Lounge of the Edge- 
water Beach Hotel at 6 p.m. on the evening of the opening day of the convention. 


ductivity. For the retail jeweler 
provides an expensive avenue of dis- 
tribution because of his high cost 
stores.” He gave statistics which 
showed that a pair of stockings sold 
at the traditional markups of the 
jeweler would retail at $1.10 while 
the department store would charge 
“” cents and the grocer 5%. 

Mr. Seymour touched on the ques 
tion of the retail jewelers’ lack of 
store traflic, saying that, “80 per cent 
of the jewelers’ volume is done in 206 
per cent of the time he is open for 
business,” 

As an avenue of approach for im 
proving this situation, he suggested 
the jeweler improve the ratio of out 
put to input by directing the atten 
tion of the audience to the fact that 
as late as 1936 the retail food markup 
was 28 per cent. It is now 14 per 
cent and some stores show substantia! 
profit at 10 per cent. The grocers 
wholesaler once had a 12 per cent 
markup, now 5 per cent and some 
less, 


Corrective Action Recommended 


Mr. Seymour recommended among 
other corrective actions, such things 
as improving order procedure, credit 
handling, and better work by the 
wholesalers’ salesmen in helping the 
retailer to sell better. 

He closed with the remark that, 
“We are accepting practices today be- 
cause we used them yesterday. There 
is nothing that limits ue except our 
restraint and resistance against 
change.” 

Verne R. Martin. former sales 
manager of the Mavtay Ca, and now 
sales consultant. delivered the closing 
talk at the Wednesday business ses- 
sion, by explaining the wrocedures he 
followed in obtainine the right per 
sonne] and trainir« his representa- 
tives to sell effectively, 


The Thursday morning ession 
opened with a carefully delineated 
presentation by Melvin 8S. Cohen, of 
A. Cohen & Sons Corp., New York, 
who directed many of his remarks to 
the manufacturer, pointing out that 
“the wholesaler cannot exist on only 
the business obtained from the smal! 
vetailer.” He also pointed out how 
the manufacturer cannot get thor 
ough coverage except by the whole- 
saler who can afford to send his 
salesmen to the many smal! stores in 
small outlying and suburban and ex 
urban communities. 


*  . . The Dawn of a New Era’ 

As an example, Mr. Cohen men 
tioned how direct selling had comp): 
cated the delivery and ordering of one 
manufacturer whose “savings” by 
going direct were cut into by the nec 
essary expense of supplementing his 
direct facilities by the addition of 
four new branch offices. 

Said Mr. Cohen, “We are entering 
on the dawn of a new era. More and 
more, manufacturers are realizing 
that the modern methods of merchan 
dising need a good system of whole 
sale distribution as the only means 
or a supplementary avenue of mer 
chandising. 

“The sun continues to rise for the 
wholesaler: 1955 was better than 54 
and I am satisfied that with the need 
for the wholesaler never more evi 
dent, that the increased wholesaling 
volume anticipated for 1956 will bear 
out this importance.” 

Harry W. Ketchum, director of the 
Office of Distribution, U. 8S. Dept. of 
Commerce, followed Mr. Cohen with 
an impressive array of Government 
figures to bear out his optimistic pre 
dictions on the future economy of the 
country. He also suggested fuller use 
by the businessman of the statistics 

(Turn to page 143) 


THE JEwWweLeRs’ CIrRCULAR-KEYSTONE 











Obituaries 





Edward Imhoff, vice-president, direc- 
tor and mid-western representative 
of Ripley & Gowen Co., Inc., Attle- 
boro, Mass., died unexpectedly in St. 
Louis, Mo., on May 31. He was 68. 
Widely known in jewelry circles, he 
made his headquarters in Chicago. 
His widow survives him. 


William Ludel, 37, in charge of the 
loose diamond department of Harry 
Winston, Inc., 7 East 51 St.. New 
York, died on May 26. He had been 





WILLIAM LUDEL 


associated with the firm for the past 
7 years and in addition was president 
of Diamond Associates, Inc. His 
widow, Mrs. Ludel, two 
daughters, a son, and his father and 
mother survive him. 


Corrine 


Ward Moffitt Lewis, 79, a vice-presi- 
dent of the Green Jewelry Co., Kan 
sas City, Mo., until his retirement in 
February, died June 7. Before joining 
Green Jewelry 25 years ago, he was 
associated with the former C. B. Nor- 
ton Jewelry Co. He was connected 
with the jewelry industry for a total 
of 63 years. Survivors include his 
widow, Mrs. Frannie Norton Lewis, 
and two daughters. 


Murray Gold, 51, co-owner of the 
Gold-Stone Jewelry Co., 148 East 
Front St., Plainfield, N. J., died on 
April 27. He had been in the jewelry 
business for 25 years. His widow, 
Mrs. Ethel Botwinick Gold, a son. 
two brothers and five sisters survive. 


William S. Levine, 80, owner of the 
W. S. Levine jewelry store, 55 Church 
St., New Britain, Conn., died May 3. 
He had operated the store for the 
past 24 years. He is survived by Mrs. 
Caroline Humphrey Levine. 


Joseph G. Martin, 54, a jeweler in St. 
Louis, Mo., for the past 35 years, died 
May 21. Survivors include his widow, 
Mrs. Gladys Martin, his mother and 
Aa sister. 
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James P. Tait, 79, retired owner and 
president of the Tait Jewelry Co., Los 
Angeles, Calif., died May 20. He 
started his first jewelry store at 7th 
and Hill Sts., the present location of 
Bullock’s. Later he moved to 8th and 
Olive Sts., where he remained until 
his retirement 10 years ago. He is 
survived by his widow, Mrs. Louise 
Tait, a brother and two sisters. 


Samuel Woodrow, Sr., 74, for more 
than 50 years the proprietor of a 
jewelry store on Getty Square, Yon- 
kers, N. Y., died June 3. 


Herbert W. Zillicox, 48, a partner in 
Zillicox Jewelers, 3121 Bailey Ave., 
Buffalo, N. Y., died May 12. Mr. Zil- 
licox and his brother, Elmer J., took 
over the business from their father 
in 1946. The business was founded by 
the elder Mr. Zillicox in 1878. 


Fdgar C,. Ely, 85, retired jeweler of 
Seranton, Pa., died May 24. He es 
tablished a jewelry business at Mam 
and Church Sts. in 1891 and later 
moved to 60 Salem Ave. He subse- 
quently sold the business to Albert F. 
Birkett. 


Alfred E. Schunke, Sr., 70, a Detroit, 
Mich., jeweler for 33 years, died May 
ll. He retired in 1953. A son, Al 
fred E. Jr., survives. 


David E. Schaefer, 57, a jewelry 
wholesaler with offices in the Met- 
ropolitan Building. Detroit, Mich., 
died on May 3. His widow, Mrs 
Esther Schaefer, a son and a daugh 
ter survive. 

Samuel Getzug, 72, who founded the 
Mayor Jewelry Co. chain of 20 retai! 
stores, 50 years ago, in Cincinnati, 
Ohio, died June 10 in Miami, Fla.. 
where he had lived for 20 years. He 
is survived by his widow, a daughter, 
three brothers and two sisters. One 
of his brothers is Jack Getz, president 
of Getz Jewelers, with five stores in 
Cincinnati and one in Dayton, Ohio 


Elton D. DeGraff, who operated a jew- 
elry store in Hamburg, N. Y., for 61 
years, died May 6. He had been active 
in the business from 1892 until 1953. 
His widow, a daughter and two sons 
survive. 


William Taper, 56, former owner of 
the store of the same name at 32 
West Chestnut St., Washington, Pa., 
died May 5 in Florida. He had moved 
to Florida two years ago. His widow 
and two brothers survive. 


G. D. Trimmer, 56, owner of Trim- 
mer’s Jewelry Store, 444 Broadway, 
Lorain, Ohio, died April 18 as a re- 
sult of an automobile accident. His 
widow will continue to operate the 
store. 


Maiden Lane Outing Club 
Announces Change of Name 
At Annual Summer Party 


More than 100 members and guests 
attended the 33rd annual summer 
outing of the Maiden Lane Outing 
Club, held at Green's Hotel, Pleasant- 
ville, N. J., on June 16, 

The morning program was devoted 
to baseball, horse shoe pitching, 
handball, darts and ping pong. Dur- 
ing a delicious luncheon, a short busi. 
ness session was called by President 
Arthur King for the purpose of vot- 
ing on the changing of the club’s 
name to the Jewelers Outing Club. 
The move, which was endorsed by the 
members, was aimed at making it 
more apparent that the organization 
is composed of members of the 
jewelry trade from all parts of New 
York City and the surrounding areas. 

After the noon meal, most of the 
members gathered around the swim 
ming pool for races and for a period 
of relaxation. 

The evening was climaxed by a 
roast beef dinner during which 
trophies donated by Michael Fina & 
(Co, were presented to winners of the 
athletic events. In addition, many 
valuable door prizes were distributed 

The event was planned by a com 
mittee consisting of Al Altesman, 
chairman: Mike Fina, Irwin Kartz- 
ner, Phil Klein, Murray Latin, Ray 
lawrence, Si Reich. Marry Rosenthal, 
Bert Stern and Al Walden. 

Rav Lawrence, Jrweiers’ Criacv 
LAR-KEYSTONE, has been named chair- 
man of the committee for next year's 
outing. 


Silver Bill Pigeonholed 
By Congressional Leaders 


Legislation that would have re- 
pealed the government silver purchase 
program has been put aside by con- 
gressional leaders for this year. 

A Senate Banking subcommittee 
pigeonholed the legislation after Sen. 
Wallace F. Bennett, R., Utah said 
he had been informed that even if 
it were passed by the Senate, the 
House Banking Committee had no 
intention of considering it this year. 

The law, passed in 1934, requires 
the U. 8S. Treasury Department to 
purchase domestic silver at 90%¢ an 
ounce until the monetary value of 
silver in government stocks equals 
one-fourth of the total of the stocks 
of gold and silver combined. 

Industrial users of silver, including 
jewelry and plating manufacturers, 
contend that the law keeps the U. 5. 
silver off the world market and thus 
tends to keep the world price high. 

Hearings on the bill were held 
last year by the Senate subcommittee, 
and it was scheduled to be put to a 
vote this year until Sen. Bennett's 
statement. Domestic mining interesta 
oppose the measure 
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Coro Opens Re-Designed International Headquarters 


Coro, ine., leading manufacturer 
and designer of costume jewelry, 
opened its newly redecorated and de- 
signed international headquarters at 
47 West 24th St., New York, on June 
7. An eyewitness account of the new 
offices and display rooms included the 
description: “absolutely stunning.” 

The new headquarters, the largest 
of ite kind in the industry, will serve 
as the center of Coro’s world-wide 
operations that include factories and 
showroems in Atlanta, Chicago, Dal 
las, Miami, Los Angeles and San 
Franciseo, and overseas offices in 
Paris, Milan, Amsterdam, Stockholm, 
Mexico City, Havana and Johannes. 
burg, South Africa. 

The opening of the new headquar- 
ters climaxes the company’s million 
dollar expansion program, according 


Jewelry Shipping Service 
Expanded to Include Dallas 
And Quicker Coast Delivery 


The Jewelry Shipping Service, ini- 
tiated last December by the Manufac- 
turing Jewelers and Silversmiths of 
America, Inc., Providence, has ex- 
panded its service in two directions— 
adding direct truck delivery to Dal- 
las, Texas, and a truck-air setup to 
augment ite truck deliveries to the 
West Const. 

The addition of Dallas as a desti- 
nation point brings to seven the num- 
ber of cities throughout the country 
to which jewelry is shipped out of 
Providence directly by truck at the 
end of each working day. 

When the service was inaugurated, 
the destination points included Bos- 
ton, New York, Philadelphia, Chi- 
cago, Los Angeles and San Francisco. 

Since the inauguration of the ser- 
vice, the New York terminal has been 
serving as both a receiving and 
shipping point. 

The direct truck service to Dallas 
will insure six-day delivery from 
Providence, Parce] post delivery to 
Dallas and points adjacent to it, is an 
integral part of the program. An ad- 
ditional feature will be special deliv- 
ery in Dallas proper. 

The truck-air program to the West 
Coast is designed to provide a speedy 
means of transportation for those 
who desire it. The direct truck deliv- 
eries to Los Angeles and San Fran- 
recuiring about 12 days—will 
be continued. In addition it is 
planned to earry truck-air merchan- 
dise to Chicago by truck and to ship 
it to the West Coast from there by 
air. This service will cut shipment 
time down to six days. 

Charges will be slightly higher 
than the direct truck service, but wil! 
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to Gerald Rosenberger, president of 
the firm. Cost of the New York office 
expansion was said to be $500,000 for 
streamlining the sales and shipping 
facilities. 

A circular plan has been utilized 
for the sales and display area with 
executive and clerical offices on the 
outer perimeter. The lighting has 
been specially designed to show off 
the jewelry to the best advantage. 

Guest of honor at the opening cere 
monies was Mrs. Robert F. Wagner. 
wife of the mayor of New York. She 
received a jeweled tribute from Mr. 
Rosenberger in honor of her position 
as “First Lady of the First City of 
Fashion.” 

Coro was founded in 1901 by Carl 
Rosenberger, present board chair- 
man, as Cohn and Rosenberger. 


be considerably less than direct air 
shipment from Providence to the 
Coast, the JSS said. 

During the spring, when jewelry 
shipments are at their lowest level, 
tonnages have held up for JSS be- 
cause of a steady growth in the num- 
ber of firms using the service. 


- 


Dreher and Wider Honored 
At Dinner on Retirement 


Otto Dreher and George J. Wider, 
partners and founders with the late 
Jacob Dreher, of Dreher Bros. and 
Wider, importers and cutters of pre- 
cious stones, 48 West 48th St., New 
York, were guests of honor at a din- 
ner, marking their retirement, at the 
Old Timers’ Grill on June 1. 

Present for the occasion were part- 
ners in the firm, employees and mem- 
bers of the immediate families. 

The original! partnership was 
founded in 1913 and in 1948 Elmer 
and Robert L. Dreher, sons of Jacob 
Dreher; Walter Dreher, son of Otto 
Dreher; and Robert Wider, son of 
George J. Wider, were taken into the 
firm and a corporation was formed. 

Jacob Dreher died in 1950. The 
firm continued as a corporation until 
1951 when it was again made a part- 
nership. 

George J. Wider came to the United 
States from Germany in 1881. He 
started working for Englefriend and 
Weidman, a jewler, in 1886. Six years 
later he went to work for H. Henrich, 
also a jeweler, staying with that firm 
until the formation of Dreher Bros. 
and Wider. He has been in the jew- 
elry business for 70 years. 

Otto Dreher came to this country 
from Germany in 1890. He started 
working for H. Henrich in 1892, the 
same firm that employed Wider, and 
remained there until 1913. He has 
been associated with the industry for 
64 years. 


Eterna Watch Celebrates 
100th Anniversary Mark 


Promotion plans for the observance 
of the 1956 centennial of the Eterna 
Watch Co. and for the introduction 
of the firm’s new line of “Centenary 
Eterna.Matics” were recently made 
known in a joint announcement by Dr. 
Rudolph Schild- Comtesse, director 
general of the company, and Emilio 
Knechtle, vice-president. 


4 
7 
TO MARK 100th YEAR: Shown above 
is the special centennial folder that 
the Eterna Watch Co. is making avail- 
able to dealers. The folder traces the 
history of the company and explains 
some of the features of Eterna 
watches. 





A special centenary folder will be 
made available to dealers on request. 
It tells of Eterna’s “first one hundred 
years’ and explains some of the fea- 
tures of the Eterna.Matic line. 

Inside pages carry a reproduction 
of an advertisement published in the 
trade publications in April showing an 
outline of the history of the company. 

Knechtle summarized the promotion 
plan saying that it included trade 
and national consumer advertising, 
direct mail sales promotion to keep 
salesmen and retailers informed, trade 
and consumer publicity directed at 
new markets and a merchandising 
campaign that will utilize a wide var- 
iety of sales aids. 

The special advertising campaign 
will stress quality, technical superior- 
ity, special characteristics of the 
Eterna.Matics and fashion aspects. 


Named to Advisory Board 


Albert E. Haase, president of the 
Jewelry Industry Council, has been 
named to the advisory board of Fash- 
ion-O-Rama, fashion industries show 
to be held in the New York Coliseum, 
New York, October 27-November 4. 

The 78 exhibit classifications will 
include fine and costume jewelry, 
watches and allied products for men, 
women and children. 
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UHAA Meeting Conducted 
Via Telephone Hook-Up 


The annual meeting of the officers 
and directors of the United Horologi- 
cal Association of America was held 
on May 27 via a nationwide telephone 
hook-up. 


PRESIDENT OPENS SESSION: 
Norman D. Luth, president of the 
UHAA, leads off the first horological 
convention held over a coast-to-coast 
telephone hook-up. 


The conference was conducted by 
Orville R. Hagans, executive secre- 
tary, from the Denver, Colo., head- 
quarters of the organization. Nine 
UHAA officials participated. 

One of the topics discussed at the 
session was the cooperative project of 
the UHAA and the Civil Defense Ad- 
ministration who are working toward 
an arangement whereby CDA could 
use the UHAA scratchmark registra- 
tion files in the event of an emer- 
gency. 

Other new programs discussed in- 
cluded a business information course 
for UHAA members, increased mem- 
bership, and horological scholarships 
for deserving students. 

It was also announced that the 1957 
general convention would be held in 
Sioux City, Iowa, April 27-28. 

Participating in the 'phone confer- 
ence were Norman D. Luth, president, 
Bell, Calif.; William J. Yost, vice- 
president, Milford, Neb.; Orvill R. 
Hagans, executive secretary: Helen 
A. Stills, assistant executive secre- 
tary, and James L. Hamilton, testing 
laboratory director, all of Denver, 
Colo.; J. E. Coleman, Nashville, Tenn.; 
Max C. Phillips, Twin Falls, Idaho; 
Milton FE. Roth, Waterloo, lowa;: 
members of the board; and James B. 
Kidd, convention chairman, South 
Sioux City, Neb. 


Ph lipsburg lewele r Named 


‘ 


Karl Link of Best Jewelers, Philips- 
burg, Pa., has been elected president 
of the Philipsburg Chamber of Com- 
merce. 
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Reduced Business Activity 
May Ease Credit Restrictions 


Signs of a business “breather” are 
becoming more numerous, increasing 
the pressure for less restrictive gov 
ernment credit policies. 

Among the weak spots which the 
money Managers are worried about 
are private home building, now run- 
ning far behind last year; auto manu- 
facturing, lagging even more than ex 
pected, and appliances, which are 
feeling a strong pinch. 

Retail trade also is showing signs 
of leveling off at about 2 or 3 per 
cent below last year. 

Retail inventories began climbing 
this spring, and in April were up to 
$24.5 billion, a gain of $700 million 
from the previous month and $1 bi! 
lion in two months. A complicated 
government statistical process termed 
“seasonal adjustment” cancels most 
of the relative increases, but the fact 
remains that many shopkeepers are 
holding large stocks and the money 
managers are aware of it and slightly 
“disturbed.” 

Originally, the now-controversia! 
restrictive credit actions taken by the 
Federal Reserve Board this year were 
designed to nip a growing inflation 
ary trend in the bud. Now, it appears 
that the FRB is close to agreeing that 
the danger of rising prices and short 
ages of goods is giving way to the 
danger of reduced business activity, 
so important easing of credit restric 
tions is probable. 


Meet at Swiss Fair 





DISTRIBUTORS GATHER: Seen at 
the watch pavilion at the recent 
Swiss Industries Fair, held at Basle, 
Switzerland, were (i-r) Joseph A. 
Holzer, vice-president and general 
manager of the Holzer Watch Co., 
Inc... U. 8S. distributor of Tissot 
watches; Miss Marie Tissot and 
A. Guillard, Tissot’s Swiss agent. The 
group was photographed as they 
were discussing Tissot's marketing 
plans for 1956-57 in front of the 
company's exhibit. 


Southern Jewelry Travelers 
Hold Regular Board Meeting 


The board of directors of the 
Southern Jewelry Travelers Associa- 
tion held its regular board meeting 
on May 26 at Atlanta, Ga. Plans 
were completed for the Southern 
Jewelry Show to be held at the 
Dinkler-Plaza and Henry Grady Ho- 
tels, Atlanta, July 15-18, at the same 
time as the Southeastern China, 
Glass and Gift Show, which will be 
held in the Municipal Auditorium. 





RECEIVES GAVEL: George C. Hitt, 
Jr. (1), reeeives gavel presented by 
the board of directors of the South- 


ern Jewelry Travelers Association 
from Louis Lombardy, secretary- 
treasurer of the group. 


A highlight of the meeting was the 
presentation of a gavel to George C. 
Hitt, Jr., Parker Pen Co., president 
of the association, by members of the 
board, 

The gavel, made of mahogany, en 
circled with a silver band inscribed 
with Hitt’s name and the year of his 
office, was donated by the Lignum 
Vitae Products Corp., Jersey City, 


Jewelers & Silversmiths Add 
14 Members to Association 


The addition of 12 new members 
and two affiliate members has been 
announced by the Manufacturing 
Jewelers and Silversmiths of Amer- 
ica, Inc., Providence. 

Received into full membership are 
Empire Jewelry Mfg. Co., Precision 
Buckle, Inc., Prideland Jewelry Co., 
Bar-Mel Co., Ine., Lory Jewelry Co. 
and Providence Metallizing Co., Ine., 
all of Providence; Joseph H. Meyer 
Bros., Brooklyn; Buckle-Craft Co., 
Baltimore: Easex Shoe Supply Co., 
Inc.. Dorchester, Mass.: North & 
Judd Mfg. Co., New Britain, Conn.; 
The Original Novelty Works, Chi- 
cago, and United Shoe Ornament Co., 
Inc., Cranston, R. I. 

Added as affiliate members were 
Edwin A. Gall of Brooklyn and 8Sid 
ney B. Unger of New York City. 
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Golden Circle Club Holds Sixth Dinner-Dance 


: 


The Golden Circle Club of New 
York held its sixth annual dinner- 
dance at the Sky Garden and Terrace 
of the Hotel St. Moritz, New York, 
on May 25. About 40 members and 
their wives attended the affair, which 
consisted of a cocktail party, dinner, 


Government Studies Program 
For Expanding Facilities 
For Making jewel Bearings 


The government may sponsor an- 
other program of expanding facilities 
and manpower for producing jewel 
bearings. Officials of the U. 8S. Com- 
merece Department are studying rec- 
ommendations for expansion made re- 
cently by representatives of producing 
and consuming firms. 

The representatives warned the De- 
partment that present facilities in 
this country for producing jewel 
bearings are so limited that they 
would fall far short of meeting es- 
sential requirements in case of a de- 
fense emergency. They agreed that 
there are sufficient facilities and raw 
materials available for glass bearings. 

At present, the 19 representatives 
told the government officials, there 
are fewer than 15 expert jewel bear- 
ing technicians in this country capable 
of training personnel and supervising 
production line operations. In addi 
tion, their average age is high. 

Among the recommendations made 
by the industry, were: 

1. The government take immediate 
steps to expand domestic facilities for 
producing jewel bearings——with spe- 
cial emphasis on training skilled tech. 
nicians——and reduce dependence on 
the existing jewel bearing stockpile. 
Feasibility of depending on the stock- 
pile in an emergency is limited, they 
said, because of the many types of 
bearings involved and the factor of 
obsolescence. They also recommended 
that the stockpile be re-evaluated and 
brought up to date in terms of cur 
rent needs and usage. 

2. The government should continue 
to expand research and development 
designed to improve existing tech- 
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gifts and entertainment including a 
mind-reading act by “The Mystics,” 
involving audience participation. 

Herman Ostrin, president of the 
club, thanked George Kramer, din- 
ner-dance chairman, for staging such 
an excellent show. 


niques for producing jewel bearings. 
3. Domestic jewel bearings should 
be used wherever possible in defense 
and defense - supporting instrument 
production in order to maintain a 
ready market for the expanded output. 
4. The government should provide 
financial assistance to underwrite 
the expansion of facilities and man- 
power training. 
Store Inventory Liquidated 
Gordon Bros., 38 Bromfield St., 
Boston, Mass., has purchased the in- 
ventory of the Ray Collins Jewelry 
Store, Oskaloosa, lowa. It will be 
liquidated on the premises. 


Gemex Cor 


Bex gh 7 
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Washington Police Seek 
Owner of Stolen Watch 


Edgar E. Scott, deputy chief of po- 
lice and chief of detectives, Metropol. 
itan Police Dept., Washington, D. C.., 
has reported that his department 
has recovered a Bulova watch, be- 
lieved to have been stolen, but that 
he has been unable to locate the 
owner. 

The watch is described as a lady’s 
6BK Bulova, 17 jewels, case No. 
1273924. There is a seratch number 
below the center of the inside of the 
back of the case, as follows: “LG 
81752." Washington jewelers have 
reported that they are not familiar 
with the scratch mark and that it 
must have originated in another city. 
Any jeweler having knowledge of the 
watch, should contact Deputy Chief 
Seott directly. 


Move in October Planned 


The Siegel Jewelry Co., 134 Monroe 
Ave., N. W., Grand Rapids, Mich., has 
announced plans to move to a new lo- 
cation at 55 Monroe Ave. around Oc- 
tober 15. Remodeling of the latter lo- 
cation will include a new store front, 
installation of vaults, an enlarged 
china, crystal and silverware depart- 
ment, and an expanded service de- 
partment on the second floor. 

The Siegel firm is one of the oldest 
stores in Grand Rapids still using its 
original name. It was founded by the 
late Joseph Siegel in 1889. Norton 
Siegel, now president, and Arthur 
Siegel, vice-president and treasurer, 
joined their father in 1905 and 1912 
respectively. The store moved four 
times before reaching its present lo- 
cation in 1945. 


p. Holds Semi-Annual Sales Meeting 


MEET THE PRESIDENT: At the semi-annual sales meeting of the Gemex 

Corp., held recently in New York, members of the sales force of the watchband 

manufacturing firm met the new president of the company, Harold N. Leitman, 

for the first time. The Gemex Corp. was purchased by Adam Hat Stores, Inc., 

now Adam Consolidated Industries, last year. Seated in front row (third and 

fourth from the left) are William A. Swartman, vice-president in charge of 
marketing; and President Leitman. 
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NWIA Convention 


(From page 138) 


and operating pamphiets made avail- 
able by the Government. 

Irving W. Chayken, retail jewele: 
of Hammond, Ind., addressed the 
gathering as Chairman of the Ketail 
Jewelers’ Committee for the Jewelry 
Industry Council’s “Operation 
Cherub-1956.” 


‘Operation Cherub’—1956 


Delivering his message in his in 
imitably effective manner, Mr. Chay- 
ken asked no favors for the JIC o1 
Operation Cherub, but pointed out 
the wisdom of cooperating and help 
ing finance an industry move that is 
more than a preventive action to 
stave off the attacks of other indus- 
tries cutting into the jewelers’ Christ 
mas business, but actually increases 
the volume in the jewelry trade. He 
cited statistics, showed samples of 
newspaper publicity and Sunday sup 
plements created directly by Opera 
tion Cherub, last year. 

Mentioning the fact that the ap 
pliance industry’s 1955 Christmas 
sales increased as much as 20 per 
cent on some items as the result of 
that industry’s concerted pre-season 
drive, Mr. Chayken said, “The J.1.C. 
and Operation Cherub are the cham. 
pions of our industry, competing with 
the highly trained and well-financed 
professionals of other industries who 
are out to grab our traditional and 
vital share of the Christmas gift 
business,” 


Importance of Distribution Costs 


Thomas J. McGann, professor of 
marketing of Marquette University, 
closed the Thursday morning session 
with a detailed look at distribution 
costs, which he said, “should be ana- 
lyzed and allocated on the same basis 
as production costs. Only thus will 
management be able to have complete 
control of company-wide costs. Man- 
agement must get confidence through 
knowledge and knowledge is the 
prime factor in any business.” 

The Friday morning presentation 
was in the form of a panel discussion 
on two pertinent questions—‘What 
the Wholesaler Expects from the 
Manufacturer” and “What the Manu- 
facturer Expects from the Whole- 
saler.” This panel was made up of 
three wholesalers and three manu- 
facturers whose prepared presenta- 


tions were illuminating. Following 
are condensations: 
Frank J. Heyne, of Heyne & 


Groves, Inc., Toledo: “The wholesale: 
expects the manufacturer to provide 
a good sound product, priced right 
with adequate profit for the whole 
saler and retailer. We expect the 
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product to be backed with a good 
sales policy and solid advertising 
both consumerwise and in trade mag- 
azines.”” 

J. M. Montgomery, of Edwards & 
Co., Kansas City, Mo.: “A wholesaler 
deserves quality and styling of prod. 
uct, accurate delivery schedules, real- 
istic terms, well selected distributors, 
price maintenance and a consistent 
advertising program, plus a selling 
program with an understanding ap- 
proach.” 

Albert Freyer, of Samuel Weinhaus 
Co., Pittsburgh: “The wholesaler 
should get one complete shipment of 
stock orders, not partial with nota- 
tion of ‘balance to follow.’ Such ship- 
ments are expensive to the wholesaler 
who thus pays more for transporta. 
tion on several lots and because he 
cannot make complete shipments to 
retailers and is then expected to pre 
pay shipping on the retailers’ supple 
mental shipments. The wholesaler ex 
pects cooperation from the manufac. 
turer on such matters which can run 
into important items of expense dur 
ing a year’s time. 


‘We Need a True Partnership’ 


R. A, Bloom, of Oneida, Ltd.: “To- 
tal personal consumption expendi- 
tures for jewelry and watches was 
$1.4 billion in 1950. This is expected 
to rise to $3 billion in four years and 
to $3.7 billion by 1965, or about two- 
and-one-quarter times the present 
level of sales. With such a potential! 
market in front of us, we manufac- 
turers want most from the wholesal- 
ers a true partnership in reaching 
for a sizable volume of business, not 
day to day ‘catch-as-catch-can vol 
ume.’ We would like your faith and 
cooperation in developing sales plans 
that will be enduring for the manu- 
facturer and for the wholesale 
jewelry industry.” 


Notes Traps to be Avoided 


Angelo Del Sesto, of VanDell Corp., 
Providence: “Hidden traps to be 
avoided’ in the manufacturer-whole- 
saler-retailer system are: 1. Non- 
representative sample lines. 2. In- 
sufficient education—an expert know! 
edge of the product is essential. 3. 
Unbalanced inventory—the wholesaler 
and retailer must have the goods the 
customer wants. 4. Proper merchan- 
dising tools products must have 
glamorous settings. 5. Year ‘round 
selling-—-every day is a gift day——a 
birthday, engagement day, wedding 
day or anniversary.” 


Quality of Product Important 


“We must not overlook quality of 
product, for without it and its pres- 
tige, the jeweler is headed for an 
inadequate profit structure.” 


Obligations Vary for Each Product 


Herbert M. Stein, of Ronson Cor- 
poration, Newark: “The respective 
obligations of the manufacturer and 
wholesaler vary according to the de- 
gree to which the product is pre-sold 
through advertising, the degree of 
limitation which the manufacturer 
has placed on the number of whole- 
salers handling his product, the pres- 
tige which the franchise lends the 
wholesaler—and the profit accruing 
to the wholesaler from the franchise. 
The manufacturer is entitled to ex- 
pect the wholesaler to treat his line 
with the same care and ethical han- 
dling as if it were his own brand. The 
manufacturer should make every ef- 
fort to be completely fair in evaluat- 
ing the importance of each individual 
line he is distributing.” 


Officers Are Elected 


After the report of the treasurer 
and the resolutions committee, the 
following officers were elected: pres- 
ident, Theodore Gorenflo, Jr.; vice 
presidents, Frank J. Heyne, Reynolds 
Butler and Melvin Cohen. Treasurer 
F. Clarke Bechtel was again elected to 
that office. The secretary and assistant 
secretaries are: Thomas A. Ferniey, 
Jr., and Robert C. Fernley. Members 
of the executive committee are: Webb 
C. Ball If, James H. Hetzel, William 
H. Ficken, Harry B. Tagg, John Ha! 
lett. John A. Goll and Eddie Nelson 
Leonard Luria was appointed to the 
executive committee to fill the unex 
pired term of Meivin Cohen, now vice 
president. 


The social aspects of the whole 
saler’s gathering were not overlooked, 
the two outstanding events being the 
reception provided by the associate 
members on Wednesday night and the 
annual banquet on Thursday. 


Limited Loan Participation 
Speeded Up by Government 


The Small Business Administration 
is making it easier and faster for 
merchants to secure funds under its 
new Limited Loan Participation pro- 
gram for retailers. 

In an action stemming in part from 
the shortage of risk capital caused 
by government credit restrictions, 
SBA is permitting its 22 branch of- 
fices across the country to give final 
approval to loans under the program 
without an OK from the Washington 
headquarters. 

As a result of the speeded-up lend- 
ing procedures, the Limited Loan Par 
ticipation program will be increas- 
ingly valuable to small businessmen. 
Processing time will be cut from about 
6 weeks to a month or leas under the 
new system. 
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Virginia & North Carolina Jewelers Hold Joint Convention 


The Virginia and North Carolina 
Retail Jewelers Association held their 
joint annual convention at the Robert 
KE. Lee Hotel, Winston-Salem, N. C., 
on April 20-May 1. Some 300 jewel- 
ers and their wives attended the 
three-day meeting. 

Brian H. M. Bowen, Lynchburg, 
Va., wae re-elected president of the 
Virginia RJA, and Robert T. Berman, 
Wilmington, N. C., was elected presi- 
dent of the North Carolina RJA. 


ASSOCIATION HEADS POSE: 
Brian H. M. Bowen (1), reelected 
president of the Virginia RJA, and 
Robert T. Berman, newly elected 
president of the North Carolina RJA, 
pose for camera at the three-day 
joint convention of the two associa- 
tions held in Winston-Salem. 


Also reelected as officers of the Vir- 
ginia RJA were George B. Hardy, ist 
vice-president, Norfolk, and Victor A, 
Heiner, 2nd vice-president, Roanoke. 
Alvin Fink, also of Roanoke, was re- 
elected secretary-treasurer. 

Named as members of the execu- 
tive committee were Walter H. Baum- 
gardner, Wytheville, chairman; 8. D. 
Hardy, Norfolk; W. M. Dixon, Staun- 
ton; and Frank Molteni, Bristol. 

Major speakers at the convention 
and their topics were: H. A. Gold- 
berg, president of the National Jewel- 
ers Association; “Activities of the 
Vigilance Committee and the Industry 
Council”; Charles M. Isaac, execu- 
tive vice-president of the American 
National Retail Jewelers Association: 
“How the ANRJA Serves You”: Del- 
bert E. Williams, secretary of the 
ANRJA: “The Jeweler—A Small 
Businessman”; Murray Wellman: 
“What the Federal Trade Commis- 
sion’s Ruling on Diamonds Means to 
You”; and E. N. Pope: “Free Enter- 
prise,” 

Social activities included a cocktail 
party and buffet dinner on April 29, 
and a ladies card tournament, bus 
tour, golf tournament, annual ban- 
quet and dance the following day. 

Resolutions adopted by the conven- 
tion included requesting manufactur- 
ers who desire to retain the benefits 
of Fair Trade to obtain individual 
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and separate contracts with every re- 
tail distributor of their products. 
Another resolution called upon the 
ANRJA and state associations to 
work for elimination of the 10 per 
cent excise tax. The two state asso- 


ciations also decided to petition their 
respective state legislatures to enact 
laws which will incorporate the trade 
practice rules for the diamond indus- 
try, recently adopted by the FTC. 


General Electric Presents 
100 Carats of Man-Made 
Diamonds to Smithsonian 


One hundred carats of man-made 
industrial diamonds, produced by the 
General Electric Co., were presented 
to the Smithsonian Institution, Wash- 
ington, D. C., on May 3. 

The stones are displayed in a plas- 
tic case surrounding a cluster of 
some of the first tiny diamonds pro- 
duced by the GE Research Labora- 
tory. 

In making the presentation, Dr. 
C, G. Suits, GE vice-president and 
director of research, said that man- 
made diamonds would have an im- 
portant impact on American industry 
and defense, 

He said that the diamonds, first 
produced last year as “a laboratory 
achievement,” are now being pro- 
duced in limited quantities by a pilot 
plant of GE’s Carboloy Department 
in Detroit. 


MAN-MADE DIAMONDS: Indus- 
trial diamonds presented to the 
Smithsonian Institution are separated 
into grades according to usual indus- 
trial classifications. The plastic con- 
tainer is three-and-a-half inches in 
diameter. Some of the first stones 
made by GE are in center cluster. 


J. 5. Gillespie, manager of the dia- 
mond project at Carboloy, said, dur- 
ing the presentation ceremony, that 


Gem Collection Arranged 
For Students in Newark 


The collection of gems gathered 
by Otto Goetzke, vice-president of 
Church B & Co., manufacturing jew- 
elers, Newark, N. J., which was pre- 
sented by Goetzke to the Newark 
Museum in 1953, is being arranged 
so that it will be most useful for 
study by gem students in the area. 

Goetzke, a resident of New Jersey, 
collected gems from most of the im- 
portant mineral localities of the world 
for almost 50 years. The result is a 
collection that contains all of the 
well-known gem types and most of the 
uncommon ones among its 7,300 speci- 
mens. 

Exhibited at the Newark Museum 
in 1929, the collection excited interest 
on the part of the public, press, and 
in mineralogical and jewelry circles. 
In April of 1953 it was offered as a 
gift to the people of Newark. Since 
then the classification of the collection 
and other studies were initiated re- 
sulting in the present exhibition, en- 
titled: “The Gem Collection of Otto 
Goetzke: A New Jersey Collector.” 
However, only a small number of 
stones, out of the total Goetzke col- 
lection, are on exibit at the present 
time. 

In the spring 1955 edition of The 
Museum, Newark Museum publica- 
tion, a foreword by Harold R. Mag- 
nuson, geologist and former staff 
member, writes: “A prominent New- 
ark designer for over 30 years, 
Otto Goetzke, through his gift to the 
Museum, contributes much to public 
edification about gems. Students of 
mineralogy, gemology, or jewelry, to 
gain first-hand knowledge of the 
typical and atypical gem character- 
istics, colors, cuts, origins, and vari- 
eties, will ultimately be permitted to 
handle and examine closely those 
specimens that are to be included in 
a study collection. Since Newark is 
one of the three leading jewelry manu- 
facturing centers in the nation, the 
aim seems particularly fitting.” 


NM. |. Watchmakers Meet 


The last meeting until the fall of 
the Watchmakers Association of New 
Jersey was held June 12 at the Irv- 
ington House, Irvington, N. J. In- 
cluded on the program was the show- 
ing of a movie made for the Mido 
Watch Co. It was announced at the 
meeting that the annual convention 
and dinner-dance of the group would 
be held on October 21. A _ special 
meeting of the board of directors wil! 
be held in August. 


industrial diamonds could become a 
“$200 million annual business within 
the next decade.” 
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Waltham Still in Business 
Of Making Watch Movements 
McMorrow Tells Comittee 


The Waltham Watch Company, an- 
nounced on June 7, through its presi- 
dent William H. McMorrow, before a 
joint Senate-House subcommittee in 
Washington, that “The Waltham 
Watch Company is still in the busi- 
ness of manufacturing jewel-lever 
watch movements and related prod- 
ucts for the United States market.” 

This was the firm’s categorical an 
swer to spokesmen for watch import- 
ers, who, on the day previous, had 
declared the domestic watch industry 
now consisted of three companies 
Elgin, Hamilton, and Bulova. Mr. 
McMorrow acknowledged the prob- 
lems which have beset Waltham 
Watch in recent years, but pointed to 
a “rounded complement of mana- 
gerial, engineering, supervisory, and 
production workers whose efforts 
have produced a profitable operation 
for the company in four out of the 
past five years.” 

The company president stated the 
belief that Waltham has made a 
larger proportion of jeweled-lever 
precision timepieces required by the 
Department of Defense than any 
other single domestic manufacturer. 
His statement supplemented other in- 
dustry appeals for tariff relief. 


Westclox Salesman Wins 
First Annual Award 


William F. Wolff, veteran Westclox 
salesman, recently won the first an- 
nual Henry J. Wagner “salesman of 
the year” award presented by the 


company. 
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FIRST WINNER: William J. Wolff 
(1) wins the first annual Henry J. 
Wagner award. Making the prsenta- 
tion is Joseph A. Donahue, general 
sales manager of the Westclox divi- 

sion of General Time Corp. 





The plaque, symbolizing a “spirit 
of outstanding leadership, coopera- 
tion, initiative and sales ability,” will 
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Poole Silver Co. History 
Recounted on TV Program 


The history of the Poole Silver Co., 
Taunton, Mass., was the subject of 
the “Cavalcade of Progress,” a TV 
program seen on station WABD, New 
York, on May 20. 





BEFORE TV APPEARANCE: Con- 
rad Nagel (1) greets Arthur Kaplan, 
president of the Poole Silver Co., 
prior to their appearance on the TV 
program: “Cavalcade of Progress.” 


Conrad Nagel, stage, screen and 
TV star, who is host on the show, in- 
terviewed Arthur Kaplan, president 
of the company, who reviewed the 
story of the Poole business and the 
history, traditions and growth of the 
company since its founding in 1893. 

The silver manufacturing process 
was photographed in the plant with 
explanations supplied by Charles 
Rogers, in charge of the firm’s pro- 
duction. 


Action on Mail Rate Hike 


Being Pushed in Congress; 
Final Action Likely in °57 


Legislation to increase postage on 
all classes of mail by about 30 per- 
cent-——thus hiking the costs of billing 
and advertising—-is being pushed in 
Congress, but prospects are that final 
action will be put off at least until 
next year. 

The House Post Office Committee 
has approved a bill (H.R. 9228) to 
increase the rate for first class mail 
(bills and letters) from 3 to 4 cents; 
the rate for third class catalogs and 


record the name of each annual win- 
ner, and now hangs in the Westclox 
office in LaSalle, Il. 

Mr. Wolff was also presented with 
an engraved sterling tray. Associated 
with the company for 43 years, he 
covers the northeast Ohio territory. 

The award is named after Henry 
J. Wagner, who started 51 years ago 
as an office boy and who is now vice- 
president in charge of sales of Gen- 
eral Time Corp. 


Arde Bulova Supports 
Efforts of Treasury 
On Tariff Question 


Arde Bulova, chairman of the board 
of the Bulova Watch Co., Ine., an- 
nounced on May 24 that Buleva sup- 
ported the new legislation introduced 
by Congressmen Wilbur D,. Mills, 
Democrat, of Arkansas, and Daniel 
A. Reed, Republican, of New York, 
designed to plug a loophole which 
enables importers of watches to evade 
the rates of duty enacted by Congress. 

Bulova said: “We at Bulova sup- 
port the position of the Administra- 
tion as embodied in the bills intro- 
duced by Congressman Mills and 
Congresaman Reed. We regard this 
legislation as one important part of 
the steps that may be taken in order 
to maintain in the United States the 
small, but vital, jeweled watch in- 
dustry—an industry that has re- 
peatedly and officially been found to 
be essential to our national security. 

“As I understand it, the new legis- 
lation is designed to plug a loophole 
in our Customs law. This loophole 
makes it possible for importers of 
watches to evade the rates of duty 
which Congress has enacted, 

“The Treasury Department, speak- 
ing for the Administration, has asked 
for the new legislation in order to 
prevent Customs evasion. Congress- 
man Mills and Congressman Reed 
have introduced the new legislation 
in furtherance of that same objec- 
tive.” 


advertising matter by 30 percent, and 
third class bulk mail by about 2 cents 
a pound. 

The proposed increases would bring 
in about $432 million a year to the 
government, paid mostly by business, 
which is the largest mail user. The 
Administration is backing the pro- 
posed increase. 

Many retailers, mail order houses, 
and advertising firms oppose the in- 
creases, complaining that it would 
cut into profits and force some busi- 
ness liquidations. The committee is 
split on the matter, which helps cut 
down the chance of passage this year. 
In addition, there is believed to be 
enough opposition to postal rate in- 
creases around the country to block 
approval in an election year. 

Boosters of the increase admit 
privately that while they would like to 
see passage this year, they are mainly 
laying the groundwork for next year 
when they expect passage without 
difficulty. 


Holds Dinner-Dance in Toledo 


The Toledo Jewelers Association 
held a dinner-dance at the Glengarry 
Country Club on May 22. Byron Paris 
was in charge of arrangements. 
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CONVENTION BANQUET: Members of the Watch Material Distributors Asso- 


ciation of America face camera for group photo taken at the annual banquet 
held in the Michigan Room of the Edgewater Beach Hotel. 275 members and 
guests were in attendance. 


The Monday morning session was 
opened with a panel presentation on 
“The Importance of the Watch Ma- 
terial Dealer in the Retail Jewelry 
Field.” Three talks were delivered 
by editors, Lansford F. King, of the 
JeweLerns’ CIRCULAR-KEYSTONE; Mor- 
ton R. Sarett, of National Jeweler, 
and Orville R. Hagans, of American 
Horologiat and Jeweler. The modera- 
tor was William R. Katz, of Dallas, 
Texas 

Each of the speakers used recog- 
nized statistics of the industry to 
prove the too little recognized position 
of importance which the watch repair 
department occupies in bringing 
profits, store traffic and prestige to 
the retail jewelry store. 

Robert W. Danielson, Bulova 
Watch Co., the next speaker on Mon- 
day morning, presented the group 
with an interesting and thorough re- 
port on what the manufacturer is 
doing to improve material sales. He 
explained in detail the philosophy of 
the supplier in regard to merchan- 
dising the repair department——from 
bringing more people into the re- 
tailer’s store through national adver- 
tising—-to in-store display material. 
He also directed attention to the help 
provided for distributors with special 
promotional material and displays. 


New Parts Catalogue Discussed 


The dominant subject of the recent 
convention of the Watch Material 
Distributors Association was the 
group's important progress toward 
publication of ita parts catalog. Dis- 
cussions on the status and financing 
of this project beean shortly after 
President Edward L.. Endman opened 
the convention on Sunday, June 3, at 
the Edgewater Reach Hotel, in Chi- 
cago 
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Active, as well as associate mem- 
bers, participated in the Sunday 
afternoon session when the officers 
and the executive director, Stanley 
(;. House, explained the arrangements 
which were anticipated to finance the 
parts catalog. The technical advisor, 
retained by the association to com- 
pile the material and determine its 
format, Henry B. Fried, reported on 
the progress of the work and an- 
nounced its publication date as late 
fall or early winter, this year. 


‘How to Promote More Business’ 


The Monday morning session was 
extended beyond the scheduled closing 
time because of the audience interest 
in a panel discussion on “How we 
promote more business.” Authorities 
on the panel were: William Souttar, 
vice-president of Burton M. Reid, 
Inc., Springfield, Ill.; Pierre Borel, 
partner of Jules Borel & Co., Kansas 
City, Mo., and Eugene Swigart, pres 
ident of E. & J. Swigart Co., Cincin- 
nati. The moderator was William 
Swartchild, Jr., of Swartchild & Co., 
Chicago. Discussions ran the com- 
plete gamut of the many phases of 
the subject, with much of the interest 
centered upon the question of the best 
medium for the distributor to use in 
advertising to the trade. 

The Monday afternoon session be 
gan with a flip-chart talk by J. M. 
Patterson, assistant director of pub 
lie relations for the Standard Oil Co., 
entitled “What They Don’t Know 
Might Hurt You.” 

The next sneaker was T. J. O’Con 
nell, of Elgin National Watch Co.. 
who drew upon his practical experi 
ence and the resources of his company 
to tel the audience, “What the Ma. 
terial Industry Can Exnect From the 
Watch Manufacturer.” He touched 


upon the future market and empha- 
sized with a recital of his company’s 
activities, the importance they placed 
upon this phase of their business. 

“Twenty Questions” was the next 
part of the afternoon session; a spe- 
cial audience participation event con- 
dueted by Eugene Sobel, secretary 
of E. & J. Swigart Co., of Washing 
ton, D. C. 

Questions on pertinent subjects 
were presented to those in the audi- 
ence whose names were drawn from 
a silver chafing dish. The dish was 
finally awarded to Hy Klempner, the 
member adjudged by the audience as 
having given the most succinct and 
original answer to the question pre 
sented him. 


Officers Elected for Coming Year 


The business sessions of the con- 
vention closed with the election of 
officers for the coming year. Edward 
L., Endman, of Pacific Jewelers Sup- 
ply Co., Los Angeles, was reelected 
as president; Pierre Borel, a director, 
was elected to the position of first 
vice-president, with Nat Moss, of 
John A. Poltock & Co., New York, as 
second vice-president. James O. 
Trader, of E. & J. Swigart Co., Pitts- 
burgh, treasurer, was reelected for a 
fourth term. William Kilb, of Kilb 
Keck Co., Milwaukee, Hoyt M. Dobbs, 
Jr., president of Burton M. Reid, 
inc., Springfield, and I. Ashendorf, of 
Southern Watch Supply Co., Char- 
lotte, were elected to the directorate 
of the association. 

The social events of the convention 
were as enthusiastically received as 
the business sessions. A Hawaiian 
Party Nite took place on Sunday eve. 
ning, in the ballroom of the hotel, 
and a ladies’ luncheon was held on 
Monday at the Kungsholm Restau 
rant. 

The cocktail party and convention 
banquet in the Michigan Room pro- 
vided a fitting climax to an excitine 
convention. The banquet was high 
lighted by an honors presentation 
from the association made to “Ted” 
Lampert. The framed resolution of 
gratitude was presented to Mr. Lam- 
pert by Sydney Prague. 


Flood Damage Bill Passed 
By Large Vote in Senate 


Prospects that businessmen and 
home owners who suffer flood damage 
will get partial compensation is look- 
ing up. 

The Senate has overwhelmingly ap- 
proved a disaster insurance bill which 
would provide up to $5 billion to un- 
derwrite disaster insurance. The 
measure, as passed by the Senate, 
would give coverage up to $250,000 
for business firms and $10,000 for 
homes. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Treasury Department officials have 
found their “clean approach” to the 
watch upjeweling problem in the form 
of legislation to impose a processing 
tax of $8 a unit for imported watches 
which are processed in this country. 

At the request of the Treasury, a 
Democrat, Rep. Wilbur Mills, of Ar- 
kansas, and a Republican, Rep. Daniel 
Reed, of New York, have introduced 
H.R. 11436 and H.R. 11437, respec- 
tively. The bills are identical. 

The measures would amend the 
Internal Revenue Code to impose a 
processing tax of $8 on any watch 
movement. Under the measure, the 
term processing means “any operation 
by which there is added to a watch 
movement after assembly one or more 
natural or synthetic jewels, or any 
element or mechanism containing one 
or more natural or synthetic jewels, 
so as te wring from seventeen or less 
to nore than seventeen the total num- 
‘er of jewels (including substitutes 
for jewels) in the movement which 
serve a mechanical purpose as fric- 
tional bearings.” 

The act would apply to watches 
processed in any territory or posses- 
sion of the United States, and would 
take effect 180 days after enactment. 

Rep. Mills, second-ranking Demo- 
crat on the House Ways and Means 
Committee says the committee will 
hold hearings this year if the Trea. 
sury Department requests them. A 
spokesman says the Treasury will 
probably be ready to go before the 
committee to support the bill before 
Congress adjourns. 

There is almost no chance, how 
ever, that the bill could go through 
the House and Senate fast enough 
in the time remaining before adjourn 
ment in mid-July to become law this 
year. 


Bills Replace Previous Legislation 


This new measure replaces legisla- 
tion the Treasury Department re 
quested last year to close what the 
government and the U. 8S. watch 
manufacturers claim is a “loophole” 
in the customs laws. They claim that 
after President Eisenhower's 1954 de 
cision raising the tariffs on imported 
watch movements by 50 percent, the 
Swiss began sending in watches with 
less than 17 jewels at about $3.75 each 
for movements with more than 17 
jewels. 

In last year’s legislation, the Trea 
sury Department proposed simply to 
increase the import tax on watch 
units specially designed to take the 
additional jewels if they were proc 
essed within three years. This bill 
passed the Ways and Means Commit- 
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Treasury Department Requests Special $8 Tax 
On Imported Watch Movements Processed in U.S. 


tee by a split vote in the closing 
days of the session last year, but was 
abandoned when the Tariff Commis 
sion criticized it as unworkable. 

The new proposal for a processing 
tax has reportedly been approved 
by the Tariff Commission and also 
by the U. 8. State Department, which 
has generally opposed any more re 
strictions on S-viss watch imports. 

If hearings are held on this bill, a 
Treasury Department official says, the 
U. S. manufacturers and the Ad 
ministration will support it, and the 
Swiss and U. 8S. importers of foreign 
movements will oppose it. 

The $8 figure does not mean that 
a watch movement processed by up 
jeweling here would cost more than 
if it were imported with more than 
17 jewels, the government says, be 
cause the average watch being 
brought in now for upjeweling is 
taxed about $2.75, so the additional! 
$8 will make up the $10.75 which 
watches with more than 17 jewels 
may pay. 

Importers of domestic watches will 
probably argue, officials expect, that 
as a result of this legislation, workers 
now employed in processing Swiss 
movements will be thrown out of work 
because it will be cheaper to import 
higher-jewel watches than to process 
them here, and thus some special skills 
will be lost to the nation in time of 
an emergency. 

Domestic manufacturers are ex 
pected to argue that the bill is neces- 
sary to protect them from foreign 
competition coming in through the 
loophole in order to preserve essential! 
skills for defense. 


Self-Winding Mechanisms 
Not Subject to Tariff 


The U. 8S. Treasury Department is 
sticking by an earlier decision, despite 
protests, that imported watch move 
ments designed to have jeweled self. 
winding devices installed after ship 
ment are not subject to the special 
upjeweling tariff. 

The Department on June 1 made 
final an order originally proposed last 
January that such imported move 
ments with 17 or fewer jewels are 
subject only to the usual duties of 
about $3.75 each, and not the $10.75 
duty which is applied to movements 
with more than 17 jewels or those 
specifically designed for addition of 
jewels after importation. To escape 
the higher duty, such movements must 
be capable of keeping accurate time 
for at least 24 hours in their imported 
stem-wind condition. 

Similarly, the self-winding devices, 
which may be imported separately 
and incorporated in the specially de. 


Gordon's Quality Jewelers 
Opens Two Tennessee Stores 


Quality Jewelers, with 
headquarters in Houston, Texas, has 
opened two new stores in Nashville 
and Memphis, Tenn. 


Gordon's 





NEW STORE OPENS: New atore of 
Gordon's Quality Jewelers opened at 
Fifth Ave. and Union St., Nashville, 


in April. Hal EF. Fletcher is the 
manager. 


The stores are located at 110 South 
Main St., Memphis, and Fifth Ave. 
and Union St., Nashville. The two 
acquisitions bring the total number 
of Gordon stores to 36. 


Sources of Foreign Curios 
Listed by Commerce Dept. 


The U. S. Commerce Department is 
publishing lists for more than 560 
countries giving principal sources of 
curios, novelties and handicrafts. 

The lists, for countries ranging 
from Burma to Venezuela, cover a 
wide variety of products including 
hbrassware, ceramics, glassware, em 
broideries, dolls, bamboo items, metal, 
silver, and wooden curios, and collec 
tors items. 

In addition to the names and ad 
dresses of the foreign firms, the lists 
classify sources as to exporter or 
manufacturer and by the types of 
handicraft dealt in. The liste may be 
purchased from the Bureau of For- 
eign Commerce, U. &. Department of 
Commerce, Washington 25, D. ©., or 
from any Commerce Department field 
office, for $2? each 


signed movements in this country, are 
to be taxed as regular subassemblies 
at 2¢ for each part and 9¢ for each 
jewel or substitute for jewels, but not 
less than 45 percent of their value. 

The decision represents one of the 
few victories the Swiss watch manu- 
facturers and U. 8S. importers have 
enjoyed in the long running-battle 
with domestic watch makers over 
tariffs. 
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Watch Industry Investigation 


From page 137 


same day he was professing no pre- 
conceived ideas one of the subcom- 
mittee participants, Rep. Thomas B. 
Curtis, R., Mo., inserted in the official 
Congressional Record a lengthy 
“statement of facts” on the U. 8S. 
jeweled watch industry, in which 
he said he was “certain that the 
(sub) committee will surely be con- 
vinced that it is vital to the interests 
of the United States to keep this 
small but essential industry alive.” 
On the following day, when the 
American producers fired their heavy 
guns, it was fairly obvious that the 
subcommittee was more receptive. 


Watch Manufacturers Testify 


Witnesses for the U. 8S. manufac- 
turers included Arde Bulova, chair- 
man of the board of Bulova Watch 
Co.; Omar Bradley, chairman of the 
Board, Bulova research and develop- 
ment laboratories; William MeMor. 
row, president of Waltham Watch 
Co.; Leroy A. Mote, secretary and 
counsel for Elgin National Watch 
Co.; Arthur B. Sinkler, president 
and chairman of the board of Hamil- 
ton Watch Co.; Walter W. Cenerazzo, 
president of the American Watch 
Workers Union; and Albert L. Reeves, 
General Counsel of the Clock Manu- 
facturers Association of America. 

Some high points of their rapid- 
fire defense of the essentiality of the 
American watch industry follow: 

Gen. Bradley--This nation “cannot 
afford to be without” the skills of the 
watch manufacturing industry. . 
The Swiss have been driving the do- 
mestic watch manufacturing indus. 
try out of business.” 

Mr. Bulova-—"It is entirely feasible 
to preserve the domestic watchmaking 
industry at an adequate and healthy 
minimum level——and still permit the 
importers to have the predominant 
share of an expanding U. 8S. market.” 
..» If the government wants to keep 
a minimum industry going, “then let 
the whole government get behind 
that decision,” (referring to an of- 
ficial disagreement over the essential- 
ity of the watch indnetry). 

Mr. Sinkler—-Swiss “propaganda” 
is guilty of “half-truths and deliberate 
lies” in arguing that the Swiss have 
been hurt by the 1954 higher-tariff 
decision. 

Mr. MeMorrow—To show what 
might happen if the domestic 
watch industry is not maintained, the 
Waltham Company, now operating on 
a drastically reduced scale, “could 
not today, even with our existing com- 
plement of personnel, expand our 
production quickly to the level of our 
World War I! performance, even 
though we have adequate physica) 
facilities to do so,” because of the 
lack of reserve of trained workers. 

Mr. Mote—Five criteria should be 
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used in measuring defense essential- 
ity: Has new capacity been created 
under the Defense Production Act; 
has the Defense Department given 
the industry a mobilization-day as- 
signment; does an industry do mili- 
tary research and development work ; 
is the industry regularly producing 
a needed item?—the watch industry 
meets all these tests. 

Mr. Reeves, speaking for what he 
termed the forgotten part of the 
watch industry, told the committee 
that a plea for higher duties to pro- 
tect the non-jeweled (pin-level) watch 
industry is “inevitable,” because, as 
a result of the higher tariff on jeweled 
movements, foreign producers are 
sending more movements which com- 
pete with the products of his indus- 
try. 
He said the pin-level industry would 
also seek—and indicated he thought 
successfully — tariff increases based 
on essentiality to defense. 

On the closing day of the hearings, 
Arthur 8. Flemming, Director of the 
Office of Defense Mobilization de- 
fended his finding in 1954 that the 
domestic jeweled watch industry was 
essential, but shunted aside questions 
on the present situation, on the basis 
that ODM and an interdepartmenta! 
committee is now busy reviewing the 
watch essentiality question to deter- 
mine what factors, if any, have 
changed in the last two years. 

Also at the hearing’s windup, Dr. 
C. 8. Draper, head of the Aeronau- 
tical Engineering Department of the 
Massachusetts Institute of Tech- 
nology, agreed that the watch indus- 
try shculd be kept healthy. 

The Senate-House Economic com- 
mittee cannot, like the regular com- 
mittees originate legislation. It is 
restricted to writing reports and 
giving approval or disapproval to 
proposed legislation on an advisory 
basis. If the committee writes a spe- 
cial report on the watch phase of its 
essentiality investigation, it’s a pretty 
good bet that the majority of members 
will uphold the action. 
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Parian Elected President 
Of New Jersey Jewelers 


The New Jersey Retail Jewelers 
Association held its annual conven- 
tion at the Traymore, Atlantic City, 
on May 26-28. Martin G. Parian, 
owner of the stores of the same name 
in Clifton and Calswell, N. J., was 
elected president, succeeding Ralph 
M. Fava of Paterson. 

Others elected were Harold Ma- 
thews, Ridgewood, first vice-presi- 
dent: William Mattilla, Dover, second 
vice-president; Richard Rad, West 
New York, secretary, and Edward 
Geiger, Jersey City, treasurer. 

The program opened on the eve- 
ning of May 26 with a shore dinner 


Guest of Honor Named 
For Annual UJA Dinner 


At a recent meeting of the costume 
jewelry division of the United Jewish 
Appeal of Greater New York, Jerome 
H. Oppenheimer, Coro, Inc., was se- 
lected as the guest of honor at the 
annual dinner of the group, that 
was held at the Hotel Pierre, New 
York, May 22. 

Oppenheimer was given the testi- 
monial because of his many years 
of service to humanitarian causes and 
because of his service to the United 
Jewish Appeal. 


RECEIVES FREEDOM LAMP: Mur- 
ry Rothenberg (r) receives 1955 chair- 
man’s award—a freedom lamp—from 
Jack Ruderman, 1956 chairman of the 
UJA Costume Jewelry Division. 


Jack Ruderman, Arke, Inc., 1956 
campaign chairman, in a _ surprise 
ceremony, presented Murry Rothen- 
berg, Monet Jewelers, with a “free- 
dom lamp.” 

Rothenberg, accepting the award, 
expressed his thanks for the honor 
accorded him. 


at Hackney’s followed by the presi- 
dent’s reception at 11 o’clock. The 
members of the board of trustees met 
the following morning at 11 o'clock. 

Speakers and their topics were: 
Jesse L. Belley, manager of the re- 
tail merchandising division, Curtis 
Publishing Co., “Operation Cherub”; 
Harry R. Gerber, vice-president, 
American Gem Society, “Gemology 
Should Be Integrated Into Jewelry 
Store Activities”: John S. O’Connell, 
vice-president, Towle Manufacturing 
Co., “How to Better Merchandise the 
Silver Department,” and Col. Dan 
DeBrier, counsel, New Jersey Retail 
Jewelers Association, “Federal Stat- 
utes Affecting Retailing. 

The business session was followed 
by a cocktail party and banquet. Del- 
egates met for breakfast before dis- 
persing on the final day of the con- 
vention. 
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Students Receive Diplomas 
For Jewelry Toolmaking 
At Banquet in Providence 


Certificates which signified suc- 
cessful completion of courses in jew- 
elry toolmaking and electroplating 
were presented to 22 apprentice stu- 
dents at the third annual vocational 
education awards banquet in Provi- 
dence, June 14. 

The school, which has now had 
three successful seasons, is spon- 
sored by the Manufacturing Jewelers 
and Silversmiths of America, Inc., in 
cooperation with the Providence and 
Attleboro school systems. 

The unusual program of day-time 
related training is based upon the 
cooperation of manufacturers who 
permit employees to attend classes 
one day a week for four hours dur- 
ing the school year. 

This year 50 jewelry companies 
participated in the related training 
program, authorizing the enrollment 
of 87 students in the various courses 
offered. Samplemaking was offered 
for the first time. A two-year course, 
it was directed by Helmet Morgen- 
stern, and will be included in the new 
season to open next September. 

Also introduced this year were 
courses in electroplating and tool- 
making in Attleboro, under arrange- 
ment with the Attleboro Public Schoo! 
System. Previously, all courses had 
been held at Central High School in 
Providence. 

At the banquet session, Dr. Michael 
F. Walsh, commissioner of education 
for the State of Rhode Island, pre- 
sented certificates to six men who had 
satisfactorily completed their six-year 
toolmaker apprenticeships, nine stu- 
dents who had completed the four- 
year course in toolmaking, and seven 
who had met the requirements of the 
two-year electroplating course. 

Master of ceremonies for the eve- 
ning was Isadore Paisner of Brier 
Mfg. Co., chairman of the associa- 
tion’s vocational education committee. 
Head table guests, in addition to Dr. 


Walsh, included Howard H. Sweet, 
association president; George R. 
Frankovich, association executive 


secretary; F. Sheldon Davis, Rhode 
Island director of education; Wil- 
liam A. Ellery of Lodge 129, Inter- 
national Association of Machinists, 
and Dr. James L. Hanley, superin 
tendent of Providence schools. 

Mr. Paisner described this year’s 
program, its aims and its accomplish- 
ments, and later dealt with the school 
session that will open in September. 
He pointed out that it would be es- 
sential to increase the enrollment in 
Attleboro if courses are to be con- 
tinued there. He added that it was 
hoped total enrollment for the 1956- 
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Managers of 10 Wood's Jewelers 
stores on Long Island, N. Y., recently 


attended a diamond “clinic” at the 
new sales offices of Columbia Dia 
nond Rings, a_ division of Axe! 


Brothers, Inc., 134-20 Jamaica Ave., 
Jamaica, N. Y. 

The clinie was presided over by 
Seymour P. Sadev, sales manager, 
and members of the sales and adver 


57 year would well exceed 100 stu- 
dents. 

President Sweet told the graduates, 
undergraduates and employees that 
the standards of work maintained 
by students attending the school this 
year had been at a high level-—“at a 
level that makes the association 
proud of the part it plays in making 
these classes possible.” 

He said the accomplishments of the 
vocational education program en- 
hances the area’s vital resources of 
skilled employees with corresponding 
increases in the efficiency of manu- 
facturing plants in the area and sub- 
stantial increases for the students 
who have been fortunate in taking 
advantage of the training to better 
themselves financially. 


Jewelers & Silversmiths Group 
Distributes Membership Plaque 


A new membership plaque, com- 
plete with the new name of the asso- 
ciation, has been distributed to its 
460 or more members by the Manu- 
facturing Jewelers and Silversmiths 
of America, Inc., headquartered in 
Providence. 

The framed plaque is designed to 
hang in the offices of the firms hold 
ing membership in the association. It 
is constructed of gold foil, laminated 
on a durable backing, and embossed 
with black lettering. 

In the center of the new plaque is 
the new seal of the association. To 
the left is the incorporation date of 
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Featured on the agenda, 
was the introduction of the com- 
pany'’s new “Formula D-1,” designed 
to increase diamond sales, which will 
be presented to dealers this fall. 

Sadev stated at the kick-off session 
that the formula is not a diamond 
promotion but is a basic selling for. 
mat that would help dealers sell dia 
monds on a year-round basis. 


tising staff. 


1903. To the right is the location of 
headquarters, Providence. Above the 
seal, in bold lettering, is the word 
Member, and across the upper right 
hand corner the “ribbon of distine 
tion.”” Beneath the seal is the name 
of the association, 


Dayton, Maine, Jeweler 
Owns Fan-Shaped Watch 


A recent item from Dayton, Maine, 
states that Joe Zilenski of that town 
has an odd, fan-shaped watch, with a 
dial similar to that on an automobile 
gasoline gauge. The watch runs from 
left to right, and the stubby hands 
spring back to the left to start their 
journey to the right anew after every 
cycle. The curious timepiece has a 
21-jewel movement, and exterior 
markings include engraved lilies, a 
pastoral scene, and the words “Holy 
Frs..” which Mr. Zilenski believes 
means Holy Friars. Inside are two 


engraved peacocks, The face bears 
the name “Elector Watch.” 
Mr. Zilenski has refused a $550 


offer for the curio from a New York 
jeweler. He is more anxious to know 
more about who made the watch, and 
why. So far, the only clue advanced 
as to its origin came from Louis A 
Albert, of the George T. Springer Co., 
Portland, who once saw the picture of 
a similar watch in a magazine, It 
was one of a collection of old time- 
pieces and was described as an En- 
glish-made Sector, also known as 
“The Flirt.” 
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5ist Annual Convention & Trade Show of ANRJA to be Held August 26-30 
More than 300 Companies to Exhibit at New York Show 


“Working Together for a Better 
Jewelry industry” is the theme ofl 
the 5let annual convention and trade 
show of the American National Re. 
tail Jewelers Association, to be held 
at the Waldorf Astoria Hotel, New 
York, from August 26-30, 

According to an announcement by 
Charles M. Isaac, executive vice-pres- 
ident of the association, this year’s 
attendance is expected to top 14,000 
and an estimated total of more than 
$10,000,000 worth of jewelry and al 
lied merchandise will be on display. 

Isaac said in a pre-convention re 
port, on June &, that 328 exhibit 
spaces and 56 display spaces had been 
sold, making a total of 384 exhibitors 
at that time. 

Speakers at the first business ses- 
sions of the convention, on August 27, 
will inelude: Stahrl Edmunds, man- 
ager, economic studies, Ford Motor 
Co,, whose topic will be: “The Busi 
ness Outlook,” 


Oscar Kind to Give Address 


ANRJA president, Oscar Kind, Jr., 
will also deliver “The President’s Ad- 
dress” on the same day. A talk on 
“What Are we doing About the Ex 
cise Tax” will be given by James M. 
Rudder, chairman of the Jewelry In- 
dustry Tax Committee. 

The following day, there will be a 
merchandising session devoted to the 
theme: “Downtown and Suburban 
Shopping.” Speakers and their topics 
will be: A. W. Lewin, president, 
Lewin, Williams & Saylor, Inc., “How 
to be a Better Retailer’: Walter B. 
Jaceard, chairman of the board, 
Jewelry Industry Council, “The Oper 
ation Cherub Program for 1956": and 
William Kendrick Ewing, William 
Kendrick Jewelers, Louisville, Ky., 
“Tradition and Merchandising — A 
Jeweler’s Proud Heritage.” 

On August 29, George Fine, past 
president of the Diamond Manufac 
turers and Importers Association, wil! 
speak on “How Smuggling Affecte 
Retail Jewelers.” Other speakers wil! 
be: William 8S. Preston, Jr., F. J 
Preston & Sons, Burlington, Vt., “The 
Importance of Maintaining Operating 
Margins”: and Alvin Levine, Foote. 
Cone & Belding, New York, “How to 
Sell Fine Watches.” 

Business sessions on the next day, 
August 30, will be devoted to reports 
of the secretary, treasurer, executive 
vice-president and committees on res 
olutions, credentials and nominations. 
and the election and installation of 
officers. 

As is traditional, the convention 
will be climaxed with the assembly, 
annual banquet, entertainment and 
dancing on the final evening. 
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Aaron, Bamuel, inc., New York, N. Y. 

Acero Wateh Co., Ine., New York, N. Y 
Adame, William, Ine., New York, N 

Adler, Aibert, Philadeiphia, Pa. 

Admark, Philadelphia, Pa. 

Aetna Charme, New York, N. Y. 

Aetna Creations, Inc., New York, N. Y. 
aipenegete, Louis, & Bros, Ine., New York, 


Alleraft Novelty Co., Ine., New York, N. Y 

Allsopp-Steller, Ine., Newark, N. J 

Alsten Company, The, Jersey City, N. J. 

Altheimer & Baer, Ine. , Chicago, Hil. 

Alva Pearls, Inc., New York, N. Y. 

American Charm Corporation, New York, N. ¥ 

American Commercial, Ince., New York, N. Y. 

American Import Corp., New York, N. Y. 

American Plastics Co., Hammond, Ind. 

American Thermo-Ware Co., New York, N. Y 

Amity Leather Products Co., West Bend, Wis 

Anaeco, Div. of Gen. Aniline & Film Corp., 
Binghamton, N. 

Anaon, Ine., Providence, RK. I. 

Apex Accessories Co., Inc., Greenwich, Conn. 

Arbor Jewelry Company, Providence, RK. I 

Argentum Silver Co., Ine., New York, N. Y 

Artearved, New York, N. Y. 

Ateo, New York, N. 

Aureole Watch Corporation, New York, N. Y 

Bh & | Chain Company, Providence, KR. I 

Haden & Foes Com any, New York, N. Y. 

Haker & Co., Ine., st Newark, J. 

Ballou, B. A., & Co., Ine., Providence, Rn. I 

Haltese Mfg. Co., New York, Y. 

Basilica Rosary Co., W oad- Ridge, N. J. 

Hates, C. J., & Bon, Chester, Conn. 

Bates, Barbara, Chester, Conn. 

Bayard Clocks, New York, N. Y 

- « Pretzfelder & Mills, Ine., New York, 
N.Y. 

Benrus Wateh Company, New York, N. ¥ 

Kereo, New York, Y. 

Herg Company, Inc., Madison, Wis. 

Bertuch Creative Displays, New York, N. Y. 

Rertuch, Irwin V., New York, N. Y. 

Berwin Jeweiry Co., Ine., New York, N. Y 

Blackton, W. & &., Meriden, Conn, 

Biumetein, A., Ine., New York, y 

Hoardman, The d. C., & Co., Silversmiths, New 

aven, Conn. 

Bojar Company, Providence, KR. 1. 

Borel Watch Co., Kaneas City, Mo. 

KRoucher, Marcel, Ft Cie., Ine., New York, N. Y. 

Hiradiey Time Corporation, New York, N. Y. 

riddell, Chas. D., Ine., Crisfield, Md. 

trown & Gravenson, Inc., New York, N. Y. 

Bulova Watch Co., Ine., Flushing, N. Y. 

C & R Corporation, Greenwich, Conn. 

Camden Halil, Ine... New York, N. Y. 

Caplen Jeweiry Display, Buffalo, N. Y 

Carvel Hall Cutlery, Crisfield, Md 

Certified Metals Co., Newark, N. J 

Chesterfield Jewelers, Ine., New York, N. Y. 

Church and Company, Newark, N. J. 

Cigar Industry of Tampa, Florida, Tampa, Fila. 

Cigar Manufacturers Association of Tampa, 
Tampa, Fila. 

Clarias de Paris, New York, N. Y. 

Clebar Watch Agency, New York, N. ¥ 

Cohen, A., & Sone Corp., New York, N. Y. 

Columbia Records, New York, N.Y 

Columbia Diemond Kings, Divisicn of Axe! 
Bros., Ine., Jamaica, N. Y. 

Columbia Bilver Co., Ine., New York, N. ¥ 

Columbia Tru-Fit Diamond Rings, Jamaica, 
N 


a 
Courtney, John J., & Co., New York, N. Y 
Cramer-Tobias Co., Ine., New York, N. Y. 
Cross, A. T., Company, Providence, R. 1. 
Croton Nivada Grenchen, New York, a a. 
Croton Watch Co., Ine., New York, N. Y. 
Crown Luggage Co., Ine., Baltimore, Md. 
Cuckoo Clock Mfe. Co., Inc., New York, N. ¥ 
Cyma Weteh Co., Ine., New York, N. Y 
Dason Rings, New York, N. Y. 
Davideon & Sona Jewelry Co., Inc., New York, 


New York, 


De Bruce Watch Company, Inc., 
N. ¥ 


Delaware, Delgard Watches, New York, N. Y¥ 

Dennison Manufacturing Co., Framingham, 
Masse. 

Dershowits, L.. & Co., New York, N. ¥ 

Doskow, Leonore, Ine., Montrose, N. Y. 

Duet Corporation, Ridgefield, Conn 

1) Ver’s Creations, New York, Y 

Electric City Box Company, Buffalo, N. Y 

Elgin American, Elgin, Til. 

Elgin National Watch Co., Bigin, Ml, 

Empire Holloware Co., Ine., New poem N.Y 

Encore Jewelry Co., New York, N. Y¥. 

Endura Time Corp., New York, N. ¥. 

Enicar Watch Corporation, New York, N. Y 

Ernest Borel Watch Co., Kaneas City, Mo. 

Faterbrook Pen Company, The, Camden, N. J 


Kvans Case Company, North Attleboro, Masa. 


Enver, A., Clock & Watch Corp., New York, 
N.Y 


Fantasy of Jewels, New York, N. Y 

Feature Ring Co., New York, N. Y. 

Veinstein, BE. S., & Co., New York, N. Y. 

Ferri Bros. & Price, Ine., Wood- =e N. J. 

Firestone Trading Co., Paterson, N., 

Firman Leather Goods Corp., New york, N. ¥. 

Vielschmann, Louis, New York, N.Y 

Fiex-Let Corporation, New York, N. Y. 

Florn Co., The, New York, N. Y. 

Fiver, J. & H., Ine., New York, N. Y. 

Forestville Clock Co., New York, N. Y 

Forman-Cutler Co., New York, N. Y 

Forman Family, Inc., Brooklyn, N. Y. 

Yorstner, Inc., Irvington, N. J 

Frackman, Harry & Ben, Inc., New York, N. Y. 

Fraser's, Inc., New York, N. Y. 

G & & Mfg. Co., Nash Lighter Division, Nash- 
ville, Tenn. 

Gem Trading Laboratory, New York, N. Y. 

Gemex Corporation, The, Union, N. J. 

Gemological iInetitute of America, Los An- 
geles, Cal. 

General Electric Co., Clock & Timer Depart- 
ment, Ashland, Maas. 

Gines, Leo, & Co., Inc., New York, N. Y. 

Gold Filled Manufacturers Assen., Inc., Attie- 
boro, Mass. 

Goodman & Co., Indianapolis, Ind. 

Goodson Mfe. Co., Indianapolis, Ind 

Gorham Company, The, Providence, R. |! 

Gotham Watch Company, Inc., New York, N. Y. 

Gruen Watch Co., The, Cincinnati, Ohio 

(jutechneider, Jack, Jewelry Co., Inec., New 
York, N. Y. 

Hamburger, H., Co., Ine., New York, N. ¥ 

Hamilton Wateh Company, Lancaster, Pa 

Handkraft Diamond Jewelry, New York, N. ¥ 

Harriman, Winia Miller, LlAd., New York, 
N.Y 


New York, N. Y 
New York, N. ¥ 
_# 


Harlee Creations, Ine., 

Harris, L., Company, Ine. 

Harves Jewelry, New York, 

Heirloom Cloek Co. Paterson, N. J 

Helbros Watch Company, Ine., New York, N. Y 

Heller Tara, Ine., Pawtucket, KR. I. 

Holzer Watch Co., Ine., New York, N. Y 

Hionora Jewelry Co., New York, N. Y 

Huye Space Saving Box System, Inc., New 
Orleans, La. 

Hunt, Paul Mark, Co., New York, N. Y 

lkora Importers, Ince.. New York, N. Y. 

lllinois Watch Case Co., Elgin, Iii. 

imperial Lamp & Shade Co., Philadeiphia, Pa 

Imperial Pear! Syndicate, Inc., Omenge. til 

Incabloe Corporation, New York, y 

international Silver Company, The. Meriden, 
Conn. 

Jabel Ring Mfg. Co., Irvington, N. J. 

Jaffe, A., & Son, Ine., New York, N. Y. 

Jayposen Charm & Jewelry Mfe. Co., New 
York, N. Y 

Jean Sybe Watch, New York, N. Y. 

Jensen, Svend, of Denmark, Inc., New York, 

y 


Jewelers Acceptance Corporation, New York, 


Jewelers’ Buyers Guide, New York, N. Y 
Jewelers’ Circular-Keystone, Philadelphia, Pa 
Jewelers Guild, New York, N. Y. 
Jeweiry Industry Council, New York, N. Y 
Jones & Woodland Co., Newark, N. J 
Judson Jeweiry Co., New York, N. Y 
SB. K. Jewelry Co., Ine., New York, N. Y. 
K-C Jewelry Mie Go. Inc.. New York, N. ¥Y 
Kahn, L. & M., -Jacobson Bros., Ine., New 
York, N. ¥Y 
Karp, David, Co., Ine., New York, N. ¥ 
Karpeles, Maurice J., Ine., Providence, R. I 
Karpeles Rosary Company, Providence, KR. I 
Kaspar & Fah, Inc., New York, N. Y 
Kaufman, Bert L., Co., New York, N. Y 
Katz, Frank M., Inc., New York, N. Y. 
Kayeraft Company, Inc., New York, N. Y 
Keystone Camera Co., Inc., pee ogg Mass 
Keystone Silver, Ine., New York, 
Kienzle Clocks, Philadelphia, Pa 
King Silver Co., Ine., South Boston, Mass 
Kin-Lock Diamond Rings, New York, N. Y 
Kirk's, Ltd, New York, N. Y. 
Kirk, Samuel. & Son, Ine.. Baltimore, Md. 
Koch, Fred J.. Imported Clocks, New York, 
N. Y¥. 
Kocher, Walter, & Company, New York, R i Y 
Korn, William, & Co., Ine., Buffalo, N 
Kreisier, Jacques, Mfg. Corp., North * A 
N. J 


Krements & Co., Newark, N. J 

Kushner & Pines, Inc., New York, N. Y¥. 
L.M.D. Jeweiry Mie. Corp.. New York, N.Y 
Lady Alice Pearls, New York, N. ¥ 

Lamp!l, Walter, New York, N. Y. 

Landau, Max, & Co., Inc., New York, N. ¥ 


Tue JeweLers’ CIRCULAR-KEYSTONE 












































Landau Watch & Clock Co., New York, N. ¥ 

Lasner Jewelry Corp., New York, N. Y. 

Laszlo, 8. E., -Importer & Manufacturer, 
Brooklyn, N. Y. 

Lederer, Victor E., Co., New York, N. Y. 

Lieber & Lerner, New York, N. Y. 

Life Magazine, New York, N. Y. 

Lifetime Wedding Rings, Newark, N. J. 

Agpuer ies Producta Corp., Jersey City, 

d 


Linde Air Products Co., A Div. of Union 
Carbide and Carbon Corp., New York, N ) 

Lipper & Mann, Inc., New York, N. Y. 

Lloyds of New York, New York, N. Y 

Longines-Wittnauer Watch Co., Inc., New 
York, N. Y. 

Lovebright Diamond Co., Inc... New York, N. Y 

Luria, L., & Son, Inc., New York, N. Y. 

Magna-Lax Corp., New York, N. Y. 

Marathon Company, Attleboro, Mass. 

Marboux, Inc., New York, N. Y. 

Marhill Co., Inc., The, New York, N. Y. 

Maximillian Bonded Luggage, New York, XN. Y 

Medana Watch Co., New York, N. 

Mele Mfg. Coe., New York, N. Y. 

Mercury Earrings, New York, N. ¥ 

Mercury Ring Corporation, New York, N. Y. 

— Graphic Arts, Inc., New York, 


Minnesota Mining & Mfg. Co., St. Paul, Minn 
Modern Onyx Mfg. Co., Ine., Brooklyn, N. 
Monarch Watch Co., Ine., New York, N. Y. 
Monterey Jewelers, Inc., New York, N. Y. 
Morel Jewelry Displays, Inc., New York, N. Y 
Morris, Norman M., Corp., New York, N. ¥ 
Napier Co., The, Meriden, Conn. 
National Jeweler, New York, N. Y. 
National Silver Company, New York, N. Y. 
ra Silver Deposit Ware Co., New York, 
Y 


New Hermes Engraving Machine Corp., New 
York, N. Y. 
New Hermes, Inc., New York, N. Y. 
Noreleo, New York, N. Y. 
Norma Pencil Corporation, New York, N. Y. 
— American Philips Co., Ine., New York, 
Y 


Ollendorff Watch Co., Ine., New York, N. Y. 

Omega Watches, New York, N. Y. 

Oneida Litd., Silversmiths, Oneida, N. Y. 

Orbros, Inc., Philadelphia, Pa. 

Otis Company, Providence, R. I. 

Oxhead Products Co., New York, N. Y 

Pan American Barter Co., Ine., New York, 
N. ¥ 


Paper-Mate Eastern, Ince., New York, N. Y 
Paper-Mate Pen Co., New York, N. Y 
Parker Pen Company, The, Janesville, Wis 
Paul, Penguin Importing Co., New York, N. Y 
Pennino Brothers, Inc., New York, N. Y. 
Perregaux Watches, New York, N. Y. 
Phileo Corporation, Philadelpia, Pa 
Pho-Tak Corporation, Chicago, IIL 
Photo-Seulpture, Inc., New York, N. Y. 
Piccard, Lucien, Watch Corp., New York, N. Y 
Polishook, K., & Son Corp., New York, N. Y 
Poole Silver Company, Inc., Taunton, Mass 
Poole Sterling Co., Inc., Taunton, Mass. 
Posner, J., & Sons, Inc., New York, N. Y¥ 
Reed & Barton Silversmiths, Taunton, Mass 
Regency Creations, Ine., New York, N. Y. 
Reiman, 8., & Son, Inc., New York, N. Y¥ 
Reich, M. A., Buffalo, N. Y. 
Remington Rand Dealer Sales Division of 
Sperry Rand Corp., New York, N. Y¥ 
Remington Rand Electric Shaver, Bridgeport, 
Conn. 
Retail Jeweler, New York, “. Y 
Richie Premium Corp., New York, N. ¥ 
Robbin Products, Beverly Hills, Calif. 
Robbins, Ceil, Originals, New York, N. Y. 
Robbins, J. W., Ine., New York, N. Y. 
Robinson, Edward B., Babson Park, Fila. 
Rockwell Silver Company, The, Meriden, Conn 
Romany Rings, New York, N. Y. 
Ronson Corporation, Newark, N. J 
Rosenthal, Herbert, Jewelry Corp., New York. 
N. ¥ 


Roth Brothers, New York, N. Y 

Royal Sales Co., Louisville, Ky. 

Royal Zireon Ring Co., New York. N. ¥ 

Sacks, H., & Sons, Brookline, Maas. 

Sarkin, David, Ine., New York, N. Y. 

Savoy Wateh Company, New York, N. Y 

Saxton, Ine., West Los Angeles, Calif. 

Schick, Ineorporated, Lancaster, Pa 

Schick, Max, Jewelry Co., New York, N. ¥ 

Schick Mfg. Co., New York, N. Y. 

Schindler, George D., Representatives, New 
York, N 

Schiess Harwood Co., Inc., New York, N. Y. 

Schwaresz, A., & Son, Inc... New York, N. Y 

Selei Company, Ine., New York, N. Y. 

Semea Clock Co., Inc., New York, N. Y. 

Seasions Clock Co., The, Forestville, Conn 

Seth Thomas Clocks, Thomaston, Conn. 

Shaeffer, W. A., Pen Co., Fort Madison, lows 

Sheffield Watch, Inc., New York, N 

Shiman Bros. & Co., Ine., New York, N. Y 

Shriro Watch, Inc... New York, N. Y. 

Silver By Sacks, Brookline, Mass. 

Silver City Giass Co., Inc., The, Meriden, Conn. 

Silvereraft Co., Ine., Bostotn, Mass. 

Sinzheimer, Hans, Co., New York, N. Y 

Solow, Harold, & Co., New York, N. Y 

Solow Wateh Co., New York, N. Y 
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Famous manufacturer of Timers for America’s lead- 
ing appliances, and over 20 million alarm clocks. 
Cash-in on the fame of the Lux “Time Reminder Line” 
_. . the line that builds volume sales. 


Lux exclusive! Slide-open, s fi 
stylish design. Richly grained 
Ostrich finish with polishec 


30 hour alarm. Luminous 


LONG RING MINUTE MINDER 


So famous it’s become a household wo 
to 60 minute “time reminder” se 
sure-to-be-heard ring. White wit 
merals. Retail $4.95 (No T 


PLUS FAST SELLING SPRING WOUND 


ALARMS AND MERCHANDISING AIDS. 


Ask your distributer for a look-ot-Lux's 
quelity products ond big profit story! 


ime , day, date 









“DATE MINDER” CLOCK 


automatically. 
» of color selection. Attractively 
._, singly or “double-sell 


famous Lux Minute Minder. 














Tin Research Institute, Inc.., 
sex, England 
Tin Research , ee Ine., 
Tissot Watches, New York, N. 
Towle Manufactutring Co., Newburyport, Mass. 
Town & Country Strap Corp. . Freeport, N. Y. 
United States Camera Corp., Chicago, Il. Winthrop Watch Corporation, New York, N. Y¥ 
fF i 4 nee Time Corporation, The, New Winton Watch Company, iInc., New York, 
or ; N. 
Vacheron & Constantin-Le Coultre Watches, Woes. J. R., & Sone, Inc., New York, N. Y¥ 
Divi- ine., New York, y. Wharton Manufacturing Co., Philadeipia, Pa 
Vibrograf Corp., New York, N. Y. Zenith Radio Corp. of N. Y.. New York, N. ¥ 
Volupte, Ine.., New York, N. Y. Zodiae Watch Agency, New York, N 


Vuleain of North America, New York, N. ¥ 
Surnamer, &. J., Ce., Ine., New York, N. Y Wallace, R., & Bons Mfg. Co., Wallingford, 
* * * 
Irv Kupcinet is Winner 
* 7 
Of Hamilton Time Award 


Swift & Anderson, ine P Moston, Mane Conn, 

Syracuse Ornamental Co,., Ine New York, Wallace Silversmiths, Wallingford, Conn. 

wu OY Walter, Ernest, New York, - 

Byroee, Ine... New York, N. ¥Y Watchbands, Ine., N, Attleboro, 
Tanenbaum, U., & Co., ine., Buffalo, N. Y Wate hmakers of Bw! tzerland, 

y N. Y, 

Irv Kupeinet, star of WBBM-TV’s 

“The Chicago Story,” was recently 

awarded the Hamilton Time Award, 

established by the Hamilton Watch 

on »., to honor radio and television com- 

assic opulence, inapired 


Tanne Mings, Buffalo, N 
Tanz, The Vhilip, Company, New York Waterman Pen Company, Inc., Seymour, Conn 
y 
by JlAnde*® star sapphires or | mentators for distinguished service 
rubies, ie revealed in crea- | to their local community, state or 


Teleetro, Long leland City, N Weatherite Instrument Co., Brooklyn, N. Y 
Telectrosonie Corporation, Long Island City, W efferling, F egg! 1 & Co. Newark, N. d, 
yw OY Weitz, H., Co., Ine., New York, N. Y. 
tive settings by Osthye , 
& Anderson of nation. 
Minneavpotia. 


* Ladies’ ring in 
14K white 
wold with 
rae diamonds ; 


Greenford, Middle- 
Columbus, Ohio 
y 


Westelox, Thomaston, Conn. 

Whiting, Frank M., & Co., Meriden, Conn 

Wiesner, Joseph, Inc., New York, N. Y. 

Wilton Merchandise Co., Ine., Jersey City, 
N.d 


Exhibitors at ANRJA 


(From pege 147) 


Providence, Kh. I 
Providence, 


Speidel Corporation, Winard Inc. Mew York. N. ¥ 
Steger Division, Gorham Mig. Co . “ : 
HK. I 
Mtiern & Stern, Ine., 
Stief Company, The, 
Sunbeam Corporation 
sion, Chicage, tii 
Superior Jewelry Company, Vhiladeiphia, Pa 
Hupreme Cutlery Cory., New York, N 


New York, N. ¥ 
Haltimeore, Mad 
Kleetrie Bhaver 


Maas. 
The, New York, 


N.Y 


oen's ring in 

ink white ofr yel 
low gold, plain 
or diamond set. 


HONOR ROLL 


Sime teh cme archilels ie 


see t*ilals Mest tele irc leon itialtare Mose end more of the 


nation’s foremost jewelry 

manufacturers are joining the 

LINDE*® STAR HONOR 
ROLL. They find that there 
exotic man-made geiiir 
inepire the loveliest jew 
elry designs and 
star in their profit 
picture, too 


jeweters 


who tind ali-S TAR protit: 


if AALS I using ‘Re rater.. Star “¥ 


RECEIVES PLAQUE: Irv Kupcinet 
(1.) receives the first Hamilton Time 

al Award from Null Adams, city editor 
of the Memphis Press-Scimitar. 








Kupeinet was picked by a seven- 
member committee of prominent news- 
paper publishers and editors from al! 
parts of the country for his efforts 








INDIANAPOLIS, IND 


Goodman and Company 


NEW YORK Ci Charles Koppel Ring Co. 
Alison Mia. Co K.5.K. Jewelry Co. ine 


Beckerman & Lerner 
Belenky roe in 
J. tL. Grandt Ce 
Coronet Jiry. Mig 
Davidson & 

ine 

ona Fiyer 
Fiver Brothers 
Marry J Ben Fe 
Geverty 4 Oo 
4 (i leser eo 
‘ # 


Mercury Ring Corp 
Murray Perke! & Co., Inc 
Samuel Piatrer Co ine 
5S. & M. Jewelry Co. 
David Sarkin, inc 
Seltzer Bros 
Witham Schneider 
Untermeyer, Robbins 
inc, 
} 8, Weed & Sons, Inc 
BUFFALO, N.Y 


, Co.., 


MINNEAPOLIS, MINN 
Astbye & er eg 
ST. Louis 
Kinsley & Sons, Ine 
OHIO 
Fratianne Mig. Co 
Swirsky Bros., inc 
The Victor Corp 
PENNSYLVANIA 
Byord F. Brogan 
Heim and Hahn Co 


NEW JERSEY 


and accomplishments on behalf of the 
war veterans in the Chicago area. In 
addition to the plaque, he was pre- 


sented with a suitably engraved 


Hamilton watch. 


President Attempts Cut 
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In Unnecessary Paperwork 


President Eisenhower is pressiny, 
his Administration to step up efforts 
to eliminate paperwork requirements 
which put an unnecessary burden on 
business and the public. 

far, according to the President. 
elimination of unnecessary forms and 
reports has resulted in “substantial” 
savings to businessmen. But he wants 
increased efforts by the myriad de- 
partments and agencies to further 
cut the paper tape binding the gov 
ernment to businessmen and business- 
men to their desks until the small 
hours. 
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Wisconsin jeweler Retires 
After 54 Years in Business 


William Endlich, owner of End- 
lich’s, Kewaskum, Wis., retired re- 
cently after 54 years in the jewelry 
and watchmaking business. 





HANDS OVER KEYS: After more 

than half century of operating his 

store, William Endlich (r) hands over 

the keys to the new owner, Jack 
K oehn. 


Endlich began his career at the age 
of 16 as an apprentice watchmaker 
in Kewaskum and also studied watch- 
making and the optical business in 
Elgin, Ul. 

After four years apprenticeship, he 
opened a store in Kewaskum in part- 
nership with his mother and his sister. 

In his more than 50 years on the 
job, Endlich took only one vacation— 
in 1930 he went to Wausau for the 
state jewelers convention. Now 70 
years old, he plans to take a part 
time job. 


The new owner of the Endlich store : 


is Jack Koehn, of West Bend. 


North Dakota Store Owner 
Member of Winning Group 


Lyle Britton, owner of Dymon 
Jewelers, Dickinson, N. D., is a mem- 
ber of the Dickinson Chamber of 
Commerce, which recently won a Na- 
tional Recognition Award at the 44th 





CELEBRATE AWARD: Kenneth P. 
Mann, president of the Dickinson 
Chamber of Commerce, gives con- 
gratulatory handshake to Lyle Brit- 
ton after chamber received National 
Recognition Award. 
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annual meeting of the United States 
Chamber of Commerce in Washing- 
ton, D. C. 

Britton has been a member of the 
chamber since 1950 and has served as 
chairman and vice-chairman of its 
educational committee. 

The group is celebrating its 50th 
anniversary this year. 


St. Louis leweler Takes Part 
In $100,000 Speidel Promotion 


Atlas Jewelers, 7413 Manchester 
Ave., Maplewood, a suburb of St. 
Louis, Mo., recently displayed $100,- 
000 in bills in its window as part of 
a tie-in promotion in connection with 





Speidel’s TV network show, “The Big 
Surprise,” which features a top prize 
of $100,000. 


The promotion, which was held on 
May 3-5, featured Speidel display ma- 
terial including streamers and pla- 
cards advertising the show. A large 
fishbowl in the window of the store 
contained one dollar bills. Spectators 
who correctly guessed the number of 
bills in the bowl were awarded prizes. 

According to a store spokesman, 
the success of the promotion was 
largely attributable to the extensive 
publicity it received in the press, in- 
cluding the St. Louis Post Dispatch, 
and the St. Louisa Globe-Demoerat, 
ecunty papers and on TV stations, 
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Kxecutive Appointments 





William Wolfe, until recently man- 
ager of the Pan American division of 
the Gruen Watch Export Co., 8. A., 
has been named sales manager for 
the world-wide activities of the ex- 
port company. Gruen Watch Export 
is the subsidiary company, based in 
Geneva, Switzerland, for overseas 
marketing operations of the Gruen 
Watch Co. 


Kenyon W. J. Jones, managing di- 


rector of Ronson Products, Ltd., En- 


En grav 0. 


7 \ 


gland, has been named a vice-presi- 
dent of the Ronson Corp., in charge of 
English operations. He joined the firm 
as managing director in 1950. 


Marcé, connected with the watch case 
industry for the past 30 years, has 
joined Jonell Watch Case, Inc., as 
chief designer. The addition of the 
designer to the Jonell staff signals 
the entry of the firm into the ladies’ 
watch case field as part of an expan- 
sion program initiated in January. 


all y 
4 - Se 


John J. Anderson has been named 
manager of the Westinghouse major 
appliance division succeeding R. J. 
Sargent who has been appointed gen- 
eral manager of marketing and distri- 
bution for consumer products divi- 
sions at Pittsburgh. Anderson will 
be responsible for engineering, manu- 
facturing, sales and other operations. 
Replacing Anderson as manager of 
the portable appliance division will 
be S. J. Stephenson, who will be re- 
sponsible for the supervision and 
coordination of all activities pertain- 
ing to portable appliances. 


+ eee 


Nine Executives Appointed 
Vice-Presidents by Benrus 


Nine executives of the Benrus 
Watch Co. have been named vice- 
presidents of the firm, according to 
an announcement on June 1 by Oscar 
M. Lazrus, president. 

In the production division, Jay Kay 
lLazrus, director of merchandising, 
has been named vice-president in 
charge of merchandising and design. 
Robert Gasser, plant superintendent, 
was named vice-president in charge 


JAY KAY LAZRUS ROBERT GASSER 
of production in the New York divi- 
sion. Norman Slater, now plant su- 
perintendent at Waterbury, has been 


NORMAN SLATER HARVEY M. BOND 


appointed vice-president in charge of 


@anufacturing at Waterbury, Conn. 
Harvey M. Bond has been named 
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vice-president in charge of advertis- 
ing. He was previously advertising 
director. Clifford L. J. Siegmeister, 
sales manager, has been named vice- 
president and sales manager. 
Appointments in the administra- 
tion include Martin Rasnow, comp- 





CLIFFORD L. J. 


SIEC MEISTER MARTIN RASNOW 


troller, who has been named vice- 
president and comptroller; Samuel 
Feldberg, manager of the New York 





STANLEY KARP 


SAMUEL FELDBERG 


office, who becomes vice-president and 
veneral manager of the New York 
office, and Stanley Karp, assistant 
secretary, who has also been named 
a vice-president. 

Robert Weill, has been elected vice- 
president of manufacturing at La 
Chaux de Fonds, Switzerland. 


Jewelry Findings Flom 
Established by Pauluhn 


George F. Pauluhn, who resigned 
last February as president of Globe 
Mfg. Co., Providence, and as assis- 
tant vice president of Oval Mfg. Co., 
its Puerto Rican affiliate, has estab- 
lished a jewelry findings firm in 
Providence. It is named Power Mfg. 
Co., and is located at 861 Broad 
Street. 

The initial line of the new com- 
pany is pierced earwires in rolled 
gold plate, 1/20 12Z-karat gold filled, 
sterling silver, 1-karat gold and va- 
rious combination qualities. 

Additional items of a general find- 
ings nature are in the tooling stave. 

Pauluhn, owner and president of 
the new company, has a staff of 14 
employes but expects personne! to in. 
crease to 40 or 50 before the end of 
this year. A number of his key em- 
ployes were associated with him at 
Globe Mfg. So. 
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Adam Hat Stores Announces 
Change of Company Name 


At the annual meeting of Adam 
Hat Stores, Inc., at the Biltmore 
Hotel, New York, on May 31, Harold 
N. Leitman, president, announced that 
stockholders had voted approval to 
change the corporation’s name to 
Adam Consolidated Industries. 

The new name reflects the change 
in the company’s operations since 
new management assumed control 16 
months ago. 

The company acquired the Gemex 
Corp., leading watchband manufac- 
turer, as part of a diversification plan, 
last year. 





United Jewelry Show Names 
Three Committee Members 


The appointment of two new mem- 
bers of the United Jewelry Show 
Committee and the reappointment of 
Albert Marcello, of the Imperial 
Pearl Co., have been announced by 
Howard H. Sweet, president of the 
Manufacturing Jewelers and Silver- 
smiths of America, Inc. 

The two new members are Edward 
J. Deignan, an affiliate member of the 
association, and Arthur Micallef, A. 
Micallef and Co., Inc. Both were ap- 
pointed for one-year terms. 

They succeed Angelo Del Sesto and 
Max Kestenman. 
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Joseph Frier, Goldman & Frier, at- 
torneys for the Jewelers Board of 
Trade, addressed the May 15 meeting 
of the Jewelry Credit Group of the 
New York Credit and Financial Man- 
agement Association. He discussed ad- 
justments, compositions, extensions 
and liquidations in the trade. He also 
spoke about collections and collection 
procedures and answered questions 
put to him by the members present. 


Harry F. Garofalo, precious and semi- 
precious stone wholesaler, at 15 
Maiden Lane, was guest of honor at 
a testimonial dinner on May 21 at 
Miller’s Restaurant, marking his 70th 
birthday. 


The Horological Society of New York 
met at the Capitol Hotel on May 7. 
Jean P. Savary, president, presided at 
a short business session. Henry B. 
Fried, who has just become horologi- 
cal consultant to the Jrewe.ers’ 
CIRCULAR - KEYSTONE, received an 
award in recognition of his work in 
the field and of his service during 
the two years he was president of the 
Horological Society in 1944 and 19465. 
Other features of the evening were 
the showing of a film on escapement 
operation and matching, made by the 
Joseph Bulova School of Watchmak- 
ing, and a lecture by Dr. Arthur L. 
Rawlings on a battery wrist watch of 
his own invention. Dr. Rawlings is an 
internationally known scientist and 
author. 


Maurice L. Teibel has been elected 
president of the Jewelers 24 Karat 
Club of Western New York replacing 
Benjamin N. Halpern. Other officers 
elected were Chester T. McCawley, 
vice-president; Grace M. Massman, 
treasurer; Max M. Sugarman, record- 
ing secretary; and Dave 8S. Arnold, 
corresponding secretary. Installation 
will take place at a dinner next fall. 


Harry Bloch, diamond importer and 
ring manufacturer at 22 West 48th 
St., has announced his retirement 
after 568 years in the jewelry busi- 
ness. He was associated wih the firm 
of A. Roseman from 1908 until 1927, 
and from then until 1951 had been in 


Congress Committee Rejects 
Tax Clarification Request 


A request that Congress adopt legis- 
lation to clarify the tax on jewelry 
ornamented with precious stones, 
pearls and semi-precious stones has 
been turned down by the House Ways 
and Means Committee. 


business with his brother under the 
name of Harry Bloch & Bro. Subse- 
quently, he operated the business at 
the same address under his own name. 


Benjamin Ende, president of the 
Jonell Watch Case, Inc., 216 East 
45th St., left for a trip to Europe on 
June 21 to study the latest jewelry 
fashion trends there. He will return 
about August 1. 


Norman “i. Morris, president of the 
Omega Watch Corp., has been named 
chairman of the Citizens’ Committee 
to Keep New York Clean, Inc., for 
jewelry and allied trades. 


Sidney Singer, Finlay Departments, 
Inc., has been appointed 1956 chair- 
man of the Joint Defense Appeal in 
the jewelry industry. He served in 
the same capacity last year. At the 
same time, Max Elkon, founder of 
the M. Elkon Co., was named to head 
the diamond division of the industry 
drive. 


Harry C. Maybaum, Maybaum Broth- 
ers, precious stone importers at 45 
West 48th St., left June 27 on the 
Queen Elizabeth on a trip to visit the 
diamond, pearl and precious colored 
stone markets in London, Amster- 
dam, Antwerp and Paris. He planned 
to return in September. 


The New York office of the R. F. Sim- 
mons Co. has moved from 9 Maiden 
Lane to Suite 1302, 347 Fifth Ave., 
according to George C. Spellmeyer, 
general sales manager. Spellmeyer 
said that the reason for the move 
was to better accommodate the firm’s 
customers who are steadily moving 
uptown, and especially for out-of- 
town customers who do not like to 
make the time-consuming trip down 
to Maiden Lane. 


Henry L. Lambert, Lambert Bros., 
Jewelers, 767 Lexington Ave., chair- 
man of the New York Board of 
Trade, presented the board’s first 
“Mercantile Award” to Bernard F. 
Gimbel, chairman of the board of 
Gimbel Bros., Inc., at a recent cere- 
mony at the new Coliseum. 


The request, filed by the National 
Retail Dry Goods Association, called 
for congressional action to remove 
a host of complicated and almost con- 
flicting Internal Revenue Service rul- 
ings. But the request was ignored 
when the committee filed its long list 
of technical corrections it recommends 
the lawmakers pass this year. 
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As this issue went to press, members 
of the Boston Jewelers Club gathered 
at the Mayflower Hotel, Plymouth, 
Mass., for their annual summer out- 
ing, June 20, on the same day as the 
outing of New York’s 24-Karat Club. 
Under the general chairmanship of 
Herbert L. Thomae, with John R. 
Blackinton as assistant chairman, an 
afternoon of sports had been planned, 
followed by a shore dinner and an en- 
tertainment program, the latter ar- 
ranged by Ellsworth W. Read, presi- 
dent of the club, and Clarence B. 
Lund, secretary. Sidney Cook headed 
the golf committee; soft ball, Charles 
G. Thomae; shuffleboard, David C. 
Percival, Jr.; the tape race, S. Sydney 
DeYoung, and Herbert Thomae, 
horseshoe-pitching. 


The convention of the New Hamp- 
shire Retail Jewelers’ Association 
was scheduled to be held at the Lake 
Tarleton Club, Pike, N. H., June 24 
and 25. Jack C. Sawyer, president of 
the Association, said that reserva- 
tions were far ahead of those at the 
same time last year. The banquet on 
Monday night, the 25th, was to be 
preceded by a cocktail party for all 
guests. 


The annual convention of the Ver- 
mont Retail Jewelers’ Association 
was announced for Sunday and Mon- 
day, July 8 and 9, at Oakledge Manor, 
Burlington, Vt., on the shore of Lake 
Champlain. Sunday’s program in- 
cluded a business meeting and mes- 
sage from the National Retail Jewel- 
ers Association, plus a talk on “$1,000 
More From Watch Repairs.” Outdoor 
activities and a cocktail party were 
scheduled for Sunday afternoon, to be 
followed by the dinner and entertain- 
ment. Monday’s program included a 
talk on “Selling and Merchandising 
Watches,” a panel discussion of the 
Association’s cooperative advertising 
program, and a lecture on “Jewelry 
Store Financing.” Afternoon sports 
were to be followed by the annua! 
banquet and awarding of prizes. 

The New England Guild of the 
American Gem Society held its fina! 
meeting of the spring season at the 


Boston Museum of Science on May 
10 with 18 members and 14 guests 
present. The current slate of officers 
was appointed for another term 

Norman Harrison, president; Basi! 
Clair, vice-president; Mrs. Ella Bird, 
treasurer, and Robert Swanson, sec- 


Krashes of the 
was 


retary. Mr. Bert 
Eastern Headquarters of G.LA. 
the guest speaker on “Preparing for 
the Unexpected in Gem Testing.” 
1956 
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The entire inventory of the Herbert 
W. Stranger, Inc., firm, 305-306 
Washington Bldg., which closed offi- 
cially on May 25, was sold to Gordon 
Brothers, 38 Bromfield Street. 


The first get-together of watchmak 
ers of eastern Massachusetts inter- 
ested in forming a Watchmakers’ 
Guild was held on May 15 with 50 in 
attendance. Temporary officers nomi- 
nated and elected at this organiza- 
tional meeting were: Alvin W. Beam- 
ish, Waltham, president; Stanley A. 
Reynolds, Newton, vice-president; 
Bernard Burwick, Lowell, secretary- 
treasurer. The following three were 
named to the board of directors: 
Reubin Davidson, Boston: Martin 
Sarill, Mattapan, and Henry JB. 
Smith, New Bedford. These officers 
met on May 22 to make plens for the 
next meeting, scheduled to be held in 
the cafeteria of the Waltham Watch 
Company on June 19. Door prizes 
were to be awarded at this meeting. 


The firm of Louis A. Guiness, Ince., 
710-711 Jewelers Building, used large 
cooperative advertising space in the 
New Hampshire Sunday Newa at the 
time of the New Hampshire 
Jewelers Association 
tie in the advertising of its Integrity 
Diamond Rings with such larger 
jewelers as Bourque Jewelers, 
Nashua; Paul’s Jewelry, Dover; Rich- 
ards Jewelry, Manchester; Roger's 
Jewelry, Concord, and Jack Sawyer’s 
Jewelers, Laconia. 


‘ 


. silver bow! made for Queen Eliza- 


heth and a cigar box made for Si: 
Winston Churchill by Towle Silver- 
amiths of Newburyport, Mass., were 
placed on exhibition recently at the 
Bigelow, Kennard Company store in 
Boston. Climaxing their first official 
visit to London in 316 years, the An 


cient and Honorable Artillery Com 
pany of Massachusetts presented the 
silver bow! of special design and in- 


scription to the Queen of England, 
and also presented the silver ciwar 
hox to ex-Prime Minister Churchill. 


After 38 years in the same location, 
the firm of Frank A. Gendreau, 47 
Winter Street, Boston, will move on 
July 1 to new and larger quarters at 
11 Winter Street, where it will he 
located on the sixth floor. 

R. C. Guite, jeweler of Waterville, 
Me., is back from several weeks in a 
hospital, 

After July 1, C. W. 
kr, Sehnetzer & Sons, 


Sechnetzer, of 
Province Build 


(Turn to page 157) 
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F. O. Merz, president of F. O. Merz 
& Co., leather goods manufacturer 
and importer, 104 North 68rd St., has 
left on a seven-week buying trip to 
Portugal, Spain, Italy, Yugoslavia, 
Germany, France and Holland. This 
year marks the 25th anniversary of 
the founding of the company, and 
Merz, who will be accompanied by his 
son, expects to purchase many unu- 
sual handmade items including hand- 
bags, baskets and leather goods. 


The Philadelphia Jewelers Associa- 
tion held its regular meeting May 15 
at Lou Tendler’s Restaurant. The 
group’s annual outing took place on 
June 7 at the White Manor Country 
Club. Golf, swimming and other 
sports were on the program. 


Bailey, Banks & Biddle Co., Chestnut 
and 16th St., featured bridal and 
Father’s Day displays in its windows 
and inside the store during June. 
Among several unusual Father’s Day 
items on display was a carving set 
made in India suitable for camp or 
barbecue use. The knife and fork are 
encased in wooden sheaths. 


S. Kind & Sons’ Chestnut St. store 
featured an attractive bridal display 
in its window during June. The win- 
dow was decorated in a yellow decor. 


Herbert's, 104 South 13th St., held a 
watch sale and featured charms dur- 
ing June. A store executive reported 
that Father’s Day business had been 
slow, but was expected to pick up as 
the event approached. 


Fred J. Cooper, 109 South 13th St. 
has been named as the exclusive out- 
let in Philadelphia for Old Newbury 
Crafters, makers of handwrougcht 
sterling flatware in Newburyport, 
Mass. A display in the store window 
contains pictures of craftsmen mak- 
ing flatware with only the simplest 
of tools—hammers and files. The 
store hss just completed the most 
successful sale in its history, with 
items from every department being 
included. 


Bond Jewelers, 30 South 15th St.. 
has just completed a successful watch 
sale. Watch repairman Arnold Sulby 
has left on a vacation trip to Mexico. 


F, Edward Schurmann, proprietor of 
a jewelry store at 831 Haddon Ave., 
Collingswood, N. J., has announced 
that he has remodeled his store. All 


| display cases, which were previously 


a dark mahogany, have been sanded 
to produce a Swedish blond 


eolor, 


Andrew Furlong, owner of the Fur- 


long Jewelry Store, 796 Haddon Ave., 
Collingswood, N. J., has been elected 
president of the Collingswood Busi- 
nessmen’s Association. A past presi- 
dent of the local Lions Club, he has 
been reelected, for the fifth consecu- 
tive time, president of the Collings- 
wood Bowling Association 


Anthony R. Fratto, owner of Fratto 
Jewelers, Haddonfield, N. J., has an- 
nounced the relocation of his store at 
104 Kings Highway East, Haddon- 
field. It was previously located on 
Tanner St. 


Slaugh Elected President 
Of Horological Institute 
Kichard W. “Dick” Slaugh, head 
watchmaker of the Hamilton Watch 
Co., was elected president of the Hor- 
ological Institute of America at the 
organization's annual meeting, held 
in Washington, D. C., May 19-21. 


t 


RICHARD W. SLAUGH 
Slaugh has served the institute fo: 
several years as executive vice-presi 
dent. 


Amity Leather Division 
Has Unusual Sales Meeting 


Rolfs, West Bend, Wisconsin, a di- 
vision of Amity Leather Products Co., 
staged an unusual sales meeting re- 
cently at Sturgeon Bay, Wis., with 50 
salesmen present. 

The meeting, which lasted five days, 
was held at the Leathem Smith Lodge. 
Business sessions were held in the 
morning, and the afternoons were de- 
voted to fishing, boating and golf. 

Maggie Daly, leading fashion au- 
thority, introduced the new line of 
handbags. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











A new store, Seagroves and Ballard 
Jewelers, was scheduled to open at 
303 Chapel Hill St., Durham, N. C., 
on July 1. Owners are L. P. Sea- 
groves, a former jewelry salesman; 
Harry Ballard, a watchmaker for the 
past 20 years, and Alton Knight. 


Warren Walker, owner and operator 
of Warren Walker Jewelers, 831 
Broad St., Augusta, Ga., has an- 
nounced that the store is going out 
of business after nine years of op.- 
eration. 


The Jewelry Outlet, a new store at 
114 Fayetteville St., Raleigh, N. C., 
opened recently. Managers are Jack 
and Isaac Kassin. 


The Parker-Miller Co., Lexington, 
N. C., closed for repairs recently 
after water pipes burst, causing dam- 
age to the store. Among other things, 
the store ceiling had to be replaced. 


The Style Jewelers, a new store, has 
been opened by Marvin Morris and 
Kermit Jones in the Reda Theatre 
Building, London, Ky. 


Costner’s Jewelers, 105 South Main 
St., Lexington, N. C., have completed 
remodeling of the store, according to 
J. P. Costner, owner. Included in the 
remodeling, were the lowering of the 
ceiling, lowering and additions of 
lighting fixtures and installation of a 
new store front. 


Nickell’s Jewelry Store, Broadway 
and Main St., Fort Myers, Fla., has 
been sold to three employees by Mr. 
and Mrs. H. L. Nickell, who are re- 
tiring. New owners are Mr. and Mrs. 
Harry Fishel and Harold P. Dowdy. 
Fishel has been a watchmaker in the 
store for the past 20 years and his 
wife has worked there for a shorter 
time. Dowdy has been with the store 
for 10 years. 


Royal Jewelers, 107 East Front St.. 
Burlington, N. C., opened on May 17. 
Prizes totaling $1,000 and including 
a $250 diamond ring were given away 
in connection with opening cere- 
monies. The new store is one of a 
chain of 60 in North and South Caro- 
lina, Virginia, Tennessee, Georgia 
and Florida. Roy Gottlieb is manager 
and Jack Pierce, assistant manager. 


Car! A. Doubet, head of the store of 
the same name at Tenth and Orange 
St.. Wilmington, Del., was elected 
president of the Maryland-Delaware- 
District of Columbia Jewelers Asso- 
ciation, at the group’s convention, 
held recently in Washington. 


Warren Walker, owner of the store of 
the same name at 831 Broad St., Au- 
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gusta, Ga., for the past nine years, 
has announced his intention of going 
out of business. 


Lang McCoy, McCoy Jewelers, Bishop- 
ville, S. C., has been named president 
of the Lee County Chamber of Com- 
merece. Installation was scheduled for 
July 1, 


The Greater Washington Retail Jew- 
elers Association held its monthly 
meeting May 23 at the Hotel 2400. 
The program, according to an an- 
nouncement by president Donald 
Wolpe, was to include cocktails, din- 
ner and “a real surprise.” Members’ 
wives attended the session. 


J. O. Simpkins, owner of Stanley Jew- 
elers, Dunn, N. C., and other stores in 
Eastern Carolina, has entered the 
Third District Congressional race. He 
is state director of the U. 8S. Junior 
Chamber of Commerce and was chosen 
“Young Man of the Year” in 1955 by 
New Bern, N. C. 


The Norfolk and Portsmouth, Va., Re- 
tail Jewelers Association held ite first 
meeting of the year on May 3. Presi- 
dent Joseph L. Hecht presided at the 
session at which the coming NJA and 
ANRJA conventions were discussed. 


W. H. Reeder, owner and manager of 
the Reeder Jewelry Co., Lakeland, 
Fla., has announced the opening of a 
new store in the Hillsboro Hotel, 
Tampa, Fla. The store has been com- 
pletely remodeled and redecorated. 


Friendly Jeweler, Inc., a new store, 
has opened for business on Church Bt., 
Marietta, Ga. W. D. Sheppard and 
Curtis Wigley, president and vice- 
president, are the officers of the new 
concern, 


The R. C, May Jewelry Store, 18 Pub- 
lic Square, Columbia, Tenn., held 
formal opening ceremonies recently. 


Famous Horological Library 
Presented to British Group 


Courtenay A. Ilbert, famous watch 
and clock collector and collector of all 
types of horological 
died on March 19. 

Mr. Ilbert’s horological library, con 
sidered to be one of the finest in the 
world, has been left to the British 
Horological Institute, according to an 
announcement by E. Bruton, editor 
of the Horological Journal, official or- 
gan of the institute. 

According to Bruton, the combined 
Elbert and BHI libraries will consti. 
tute the finest collection of antiqua- 
rian and technical books on horology 
in existence. 
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SALESMAN WANTED 


Prcmenbe, experienced salesman 
wanted for Midwest territory by 
manufacturer of fine quality gold 
and platinum mountings. Previous 
salesman retired, leaving hundreds 
of active accounts. Excellent op- 
portunity. No objection to side 
line. 


METRO JEWELRY CORP. 


Established {929 
21 West 46 Street, New York, WN. Y. 
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Formal Bridge Rings 
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Leaders 
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The annual golf outing of the Chicago 
Jewelers’ Association will be held on 
Thursday, July 12, at the Elmhurst 
Country Club. With the first four- 
some teeing off at 7 a.m. and the tra- 
ditional awards dinner winding up in 
the neighborhood of 10 p.m., the day 
will be crowded with activities. Each 
person attending the outing will be 
presented with an unusual gift sou- 
venir to commemorate the occasion. 
A. ©. (Doe) Wilson is chairman of 
the Golf Committee. 


Richard Showerman, Tessler & Weiss, 
29 East Madison, arrived back in Chi- 
cago on June 2 after an extended 
buying trip in Europe. On his return 
to the States after his trip abroad, 
Dick made an intensive business trip 
through his territory before heading 
for home. 


On May 31, the last day of a business 
trip, Edward L. Imhoff, 66, sales rep- 
resentative for Ripley & Gowen Co., 
29 East Madison, succumbed to a 
heart attack in St. Louis, Mo. Mr. 
Imhoff had been very active in indus- 
try association affairs and was Chan- 
ticleer of the Golden Roosters of Chi- 
cago in 1942, 


In line with the action of the board 
of directors approving an amendment 
to the by-laws to increase the mem- 
bership, the Jewelers’ Club of Chicago 
has added the following new members 
to its roster: William Boots, Jr., 
Leonard Crane, Robert Groya, Fred 
Hertel, Robert Koff, George Kouz- 
manoff, Irving Miller, Robert Parks, 
Donald Reilly, Michael Roman, Hy 
Spreckman and Merle Vedder. 


Herman Kramer, Lossau & Kramer, 
290 East Madison, is recuperating 
from an operation he underwent on 
June 4. His convalescence is pro- 
gressing well and he expects to be up 
and around soon. 


Robert Minuth, vice-president of 
Royden-Minuth Co., 29 East Madison, 
left on May 17 on a vacation trip to 
Europe. He is expected to return 
about the 25th of June. 


Sandor G. Zuckerman, 62, a sales rep- 
resentative of Amsterdam Diamond 
Cutters & Importers, Inc., died May 
290 in his home. He is survived by his 
widow, two daughters, six grandchil- 
dren, a brother and three sisters. 


Richard First, Pakula & Co., 29 East 
Madison, is planning to vacation at 
the Wisconsin Delis during the first 
two weeks of July with his family. 


A discussion of the various tests used 
to determine just how waterproof 
“the waterproof watch” is, and sev- 


eral experimental demonstrations, 
were featuréd at the May 22 meeting 
of the Illinois Watchmakers Associa- 
tion held after the usual! dinner at the 
Blue Note. 


The annual golf outing of the Golden 
Roosters of Chicago was to be held 
at Mount Prospect Country Club on 
June 26. Committee chairman Sidney 
M. Phillips, Elgin National Watch 
Co., reported that advance reserva- 
tions promised a record attendance. 


Nathan & Berg, Inc., 6 East Monroe, 
will be closed during the first two 
weeks of July to provide a vacation 
period for the entire personnel. 


Ralph Schuman, 48, died on May 16 
in Billings Hospital. He formerly 
operated retail jewelry stores in the 
Loop and in Bakersfield, Calif. Sur- 
viving are his widow and a son. 


Members of the Jewelers Association 
of Greater Chicago heard an interest- 
ing and informative talk on bankrupt- 
cies at the June 6 meeting of the 
association held in the Standard Club. 
A prominent Chicago attorney ex- 
plained the procedures involved and 
told how serious losses could be 
avoided through voluntary settle- 
ments. 


Marvin Goldberg, a new recruit to the 
sales staff of Bieler-Levine Co., 5 
North Wabash, is now covering the 
Texas and Oklahoma territory. 


French jewelry Manufacturers 
Announce Permanent Exhibit 


A group of French jewelry manu- 
facturers have announced the open- 
ing of a permanent showroom at 58 
Rue du Louvre, Paris, France, in the 
building of the Chambre Syndicale de 
la Bijouterie. 

The purpose of the new showroom 
is to save foreign buyers of French 
jewelry time and money during their 
stay in Paris. 

Samples on display will include 
precious jewelry of various kinds, 
rings, clips, bracelets, gold and rolled 
gold jewelry, watchbands, silverware 
and religious jewelry. The exhibit will 
also include photographs, sketches, 
catalogues and price lists. 

Buyers will be greeted by English 
speaking personne! who will be well 
acquainted with the French jewelry 
industry. A special service will pro- 
vide additional information on import 
regulations, customs duties, shipping 
costs and will also, on request, book 
hotel rooms, reserve theatre tickets 
and recommend restaurants. 
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ing, will be associated with the C. C. 
Trask Watch Case Co. in Room 708 
Washington Building. 


David Israelson, son of Philip Israel- 
son, of Small’s Jewelers, Livermore 
Falls, Me., is just out of the U. S. 
Marine Corps and will re-enter the 
Bulova School of Watchmaking this 
fall. 


Herbert Singer, of Norwich, Conn., 
salesman in the Connecticut territory 
for Il. Alberts’ Sons, 8th floor Jewel- 
ers Building, left that firm recently 
to become manager of Frederick’s 
Jewelry Store, Holyoke, Mass. The 
1. Alberts’ Sons Associates held their 
annual dinner-dance at Cappy’s, 
North Easton, Mass., on June 2, with 
45 present. 


Henry Desjardins, jeweler of Beverly, 
Mass., and an ardent supporter of that 
city’s Little Leaguers, used space on 
his billboard at the end of the Bev- 
erly Bridge to call attention to this 
group, and seeking civic support for 
the young baseball players. 


George Downie, retired jeweler of 
Malden, Mass., and well known in 
New England jewelry circles, marked 
the 60th anniversary of his entry into 
the business in June. He had become 
identified first with the jewelry trade 
in Halifax, Nova Scotia, in 1896. 


Another oldtimer in the jewelry field 
in New England, Harvey Locke, for- 
merly of D. C. Percival & Co., Ince., 
Jewelers Building, marked his 90th 
birthday on May 25. For four genera- 
tions, some member of the Locke 
family has been engaged in the 
jewelry business. 

The Phillips & Lucas Jewelry Store, 
in operation in Montpelier, Vt., for 
more than 100 years, was sold re- 
cently by Mrs. Margaret M. Brault, 
widow of Philip Brault, the store’s 
owner who died suddenly last winter, 
to Mr. and Mrs. Albert Hill of Mor- 
risville, Vt., proprietors of Hill’s 
Jewelry Store in that community. 
The new owners took possession on 
June 16, and will continue to operate 
the business under the firm name of 
Phillips and Lucas. They will close 
their Morrisville store. 


Louis Sirois, jeweler of Madawaska, 
Me., was married May 21. 

The Fred Dubin Company, 805 Prov- 
ince Building, planned to enlarge its 
quarters, as of July 1, occupying 
Rooms 805 to 811, inclusive. 


Materials and equipment of the New 
England Gem Cutting Company have 
been sold, following the death of 
W. T. Kinney, and the place now re- 
mains occupied by Eugene W. Wirths, 
engraver, and Melvin Block, jewelry 
repairman. 

Herbert Corman, watchmaker associ- 
ated with Leon Fischman, 506 Wash- 
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ington Building, was married on 


June 17, 
The firm of James Kaplan, Inc., Cran- 
ston, R. I., has installed air condition- 
ing equipment. 

Hirsch, of 


Herman Paul's 


following an operation. 


Norman Rieffarth, New England rep- | 
resentative for Volupte, Inc., for the | 
past 22 years, announced plans to re- | 
sign as of July 1, but has not stated | 


future plans as yet. 
A window display at the A. Stowell 


Company store, which attracted wide | 


attention, until the live cocker spanie! 
had to be replaced by a photograph, 
was staged in conjunction with an 
Anson display of third-dimension 
“Best of Show” men’s jewelry. A 
contest, publicized over Boston’s ra- 


dio station WHDH, asked that the | 
pedigreed pup be named, with prizes | 


for the winners. 
Boston Jewelers Join in Fun 
At Bowling League Banquet 


Jewelry | 
Co., Portland, Me., is back at work | 


As one of the entertainment stunts | 


at the 33rd annual banquet of the 
Boston Jewelers Bowling League at 
the Hotel Brunswick, on April 28, 
members of the league dressed up 
and were “made-up” by the Evans 
Sisters, 





Seen in the photo (l-r), in the front 
row, are Vincent O'Neill and William | 


Shreve. Standing, flanked by the 
Evans Sisters, are Fred Kunz and 
Joseph Ball. 


Aliquippa Store Opens 


Gem Jewelry, 409 Franklin Ave., 
Aliquippa, Pa., opened for business 
on April 18. Muriel Model is the 
owner of the new store which is 
decorated with blue walls and a 
cream-colored ceiling. 

A mobile jewelry cart showing cos- 
tume jewelry and a circular umbrella 
bar are located in the center of the 
store. 
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Merchandise That Moves 
With a Profit 


CALART'S artificial flow- 


ers, fern, fruit, and foilage are 


so breathtaking in their true- 
to-nature realism and beauty 
that they sell on sight. Over 
300 selections .. . each @ po- 
tential profit-maker for YOU, 
Send for new catalog with 
color illustrations now or visit 
your nearest CALART show- 


room. 


CALIFORNIA ARTIFICIAL 
FLOWER CO. 


400 Reservoir Ave. 
Providence, R. 1. 
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Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 
36 W. 47 St., N.Y. 34, ALY. 
Plaza 7-2546 
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Engraved Wedding Invitations 


prepared for those 


CUSTOMERS of the JEWELER 


whe want the 


FINEST in QUALITY 


Here t& additional money for you. plus the 
satisfaction of doing a complete job for your 
most particular customers i you wish te take 
orders tor Wedding lnviations, Thank you 
Notes, etc. send for our distinetive order 
taking Sample Book today 


WILL ECKER & CO. 
414 M. TWELFTH BLVD. 
$7. 10u18 1. @0 
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ORIENTAL 
METALCRAFT 


Manufacturers of 
costume jewelry & 
metal giftware 
202 $. STATE ST. 
CHICAGO 4, ILL. 

Also distributors of: 
Imported jewelry from Spain, 
Italy & Germany. tvery cary. 

. Weed carv- 
ings from Africa. 


Exhibit Booth 4111 — Ma. 


—Chicage Gift Show, July 29 
to Aug. 10. 














ANTIQUES one scx 
and SOLD 
Also Reproductions 


Wanted to buy: Siiverware—Gold and plated 
jewelry—old costume jewelry Watches—move- 
ments — wetch bends, any kind, any type, in 
any condition. Diamonds any tind or size. 
Gems and semi-precious stones. Gold Scrap— 
Piatinum—filied and pleted scrap. No consign- 
ment tee large or toe small. Our check sent 
immediately. Your consignment will be held 
intact for 10 days, subject te your approval of 
our check. References: Whitney National Bank 
Morgen Branch, New Orleans, La.: Notional 
Jewelers Board of Trade: Dun and Eradstreet. 
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The partnership of Mecklenborg & 
Gerhardt, fine jewelry manufacturers 
at 811 Race St., has been dissolved, 
with M. J. Mecklenborg purchasing 
the interest of C. R. Gerhardt. The 
partnership has been in effect since 
1944. 


Numerous local manufacturers closed 
their shops for annua] vacations for 
all employes during the last week in 
June and the first week in July. 
Among them were B. David Co., 2507 
Vine St.; Faigle Brothers, 12 East 
Sixth St.; George W. Schwab, 534 
Vine St., and Wilson & Trier, 12% 
East Sixth St. 


Early summer vacations were en- 
joyed by Vietor Youkilis of the Victor 
Corp., manufacturers at 205 East 
Sixth St., who toured the New En- 
gland states with his wife: Charles K. 
Stern of Harry Greenwold, Wallen- 
stein-Mayer Co., wholesalers at 31 
East Fourth St., who toured western 
states with his wife and daughter; 
Ralph E. Goebel, wholesaler in the 
Provident Bank Building, on a fishing 
trip in Canada; Mrs. Omer Spears, 
Goebel office manager, at Miami 
Beach; Louis Flanagan and Al Kovac 
of the Flanagan Kovac Co., wholesal- 
ers in the Enquirer Building, and 
Margaret Puthoff of the diamond de- 
partment of Harry Greenwold, Wal- 
lenstein-Mayer Co. 


E. J. Swigart and Charles Braun of 
E. & J. Swigart Co., 34 West Sixth 


St., and John R. Cassedy of the Cas- 
Ker Co., 229 East Sixth St., attended 
the convention of the Watch Material 
Distributors Association in Chicago, 
and Julius Schwab and James Held- 
man of A. G. Schwab & Sons, Inc., 
229 East Sixth St., attended the con- 
vention of the National Wholesale 
Jewelers Association in the same city. 


Haberman Sales Co., wholesalers at 
31 East Fourth St, have completed 
remodeling for self service and instal- 
lation of air conditioning in the offices 
and salesroom. 


Norman Rosfelder of Rosfelder 
Brothers & Co., manufacturers at 413 
Race St., and his wife visited their 
son, Paul, stationed with the U. S. 
Army at Fort Leonard Wood, Mo. 


Miss Elizabeth Ball, personnel super- 
visor for the Gruen Watch Co., was 
elected president of the Personnel As- 
sociation of Cincinnati, a 75-member 
organization. 


The Frank Herschede Co., retailers at 
8 West Fourth St., have opened a 
branch store in the new suburban 
Kenwood Plaza shopping center. The 
firm has another branch store in the 
Hyde Park area. 


The title of certified gemologist has 
been awarded to Julius D. Jacobs, Jr., 
of the D. Jacobs Sons Co., whole- 
salers at 3256 East Central Parkway, 
according to the American Gem 5o- 


ciety. 





Vane Meador Opens Store 
In Hutchinson, Kansas 


Meador’s jewelry store, 117 North 
Main St., Hutchinson, Kansas, held 
formal opening ceremonies on May 1 
and 2. 

Vane C. Meador, owner, announced 
that during the two opening days, 
the store presented orchids to the 
ladies, cigars to the men and balloons 
to the children. There was also a 
drawing for door prizes including a 
diamond ring, a ladies’ diamond wrist 
watch, a diamond dial men’s watch, 
a radio and 25 other prizes. 

Displayed in the store was the 
$100,00 pearl dress owned by the Im- 
perial Pearl Syndicate and a $5,000 
lace table cloth owned by the Towle 
Silver Co. 

The new store has 3,000 square 
feet of sates area and a further 3,000 
square feet for the manufacturing 
jewelry department, watch repair de- 
partment, stock room, and a large 
meeting room which will be offered 
free to civic groups as a public rela- 
tions gesture on the part of the store. 


MODERN DECOR: An attractive 
store front enhances the clean, 
modern lines of the new Meador’s 
store in Hutchinson, Kansas. A fea- 
ture of the store is the diamond room 
where couples shopping for an en- 
gagement ring may make their selec- 
tion in privacy. 
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Opens After Remodeling 


The Pfautech Jewelry Store, 25 
North Clark Ave., Sullivan, Mo., held 
formal opening ceremonies on April 
6-7 to mark the completion of the re- 
modeling of the store. 
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Cleo E. Simpson, who has been asso- 
ciated with the jewelry business in 
Tulsa, Okla., for more than 25 years, 
recently joined the staff of Boswell 
Jewelers, 1812 Utica Square. 


C. R. Beal, who operates a jewelry 
store in Stroud, Okla., recently opened 
a store in Prague, Okla., in the same 
building in which he operated a store 
several years ago. Beal will continue 
to operate both stores. Mrs. Louise 
Dostalik will be manager of the 
Prague unit. 


Keeling, Jeweler, 127 East Main St.., 
Norman, Okla., recently announced 
the addition of O. W. Franks as a 
member of the repair department. 


Asher M. Kahn, beginning his 54th 
year with the organization, has been 
elected president of Linz Bros., Inc., 
1608 Main St., Dallas, Texas. He as- 
sumed the post left vacant by the 
death of Clifton M. Linz last January 
25. Kahn is the son-in-law of Simon 
Linz, one of the founders of the firm. 
Also elected at the board of directors 
meeting were Karl B. Flaxman, vice- 
president and secretary; and Guy 
Hirsch, vice-president and treasurer. 
Clarence Badt and Joseph Linz were 
reelected vice-presidents. 


Zale’s Jewelry Stores opened a new 
store at 807 Main St., Houston, Texas, 
on May 5. It contains 2,184 square 
feet of selling space and 1,624 square 
feet for optical, watch and jewelry re- 
pair departments and business offices 
on the second floor. Bruce Fink is 
manager and Harry Landeman is as- 
sistant manager. 


Denver Gift & Jewelry Show 
To be Held September 16-19 


The 24th semi-annual Denver Gift 
& Jewelry Show will be held in Den- 
ver, Colo., at the Hotel Albany during 
the week September 16-19. 

Social functions will include the 
buyers’ party for buyers to be held 
on the evening of September 17 in 
the Cathedral Room and the dinner- 
dance and entertainment scheduled 
for the following evening. 


Gift & Housewares Show 
To Be Held in Houston 


The fourth annual Houston Gift 
and Housewares Show will be held at 
the Sam Houston Coliseum, Houston, 
Texas, August 19-21. Some 3500 re- 
tailers are expected to attend this 
year’s show from as far away as the 
Rio Grande Valley and Oklahoma. 


ror Jury, 1956 


Oklahoma Jeweler Presents 
Keys to High School Seniors 


Peacock Jewelers, Inc., 404 Main 
St., Tulsa, Okla., recently presented 


gold-plated keys to 4,000 Tulsa high | 
bore the | 


school seniors. Each key 


name of the student and the school. 





PRESENTS KEY: Bruce Weber (r) 
hands key to 17-year-old Twila 
Majors, Webster High School senior. 


Manager Bruce Weber described 
the promotion as a good traffic builder 
because each senior had to come per- 
sonally to the store to receive his or 
her key. 


Allied Gift & Jewelry Show 
To be Held in Dallas in Fall 


The 32nd Allied Gift & Jewelry 
Show will be held at the Hotel Adol- 
phus, Dallas, Texas, September 2-6. 
Some 265 exhibits will be housed in 
the enlarged ballroom, mezzanine par- 
lors and rooms on the seventh to 
fourteenth floors. About 7,000 re- 
tailers from the South and Southwest 
are expected to attend. 

Social functions will include the 
party for buyers to be held September 
3 and the dinner-dance for buyers and 
exhibitors on the following evening. 


Seeks Seat on Council 


William Smith, manager of Gift 
Chest Jewelers, Festus, Mo., has an- 
nounced that he will be a candidate 


for councilman from the Festus fourth | 


ward. This is the first time that he 
has sought a political office. He is 
currently serving as president of the 
Festus Library Board. 
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*“Cullmaster~ 


and 


“Big Back” 


The Names that Mean 
rouble-Free, “No-Return™ Sales 
in Cuff-Link Actions! 


NIASH 
CUFF 
MASTER 


Ask Your 
Manufacturers! 






Pat. Design 155,535. 
Pat. Construction 
2,472,958. (Infringers 
will be prosecuted). 


NIASH 
BIG 
BACK 


NIASH REFINING CO. 
245 Seventh Avenue New York City 
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Trade-Mark WEOGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 fast 64th Street Mew York City 
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DIAMOND 
RING 


SALESMEN 


If you are in a $15,000 a 
year bracket (minimum) 
can use 3 men. Only top 
men to sell the top dia- 
mond ring line in Amer- 
ica, Call—Wire—Write 
—W, F. Sebel personally. 


W. F. Sebel Co. 
315 W. Sth Street 
Los Angeles, California 
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JEWELRY DESIGN 
SERVICE TO THE TRADE 


& (See designs in this issue on page 86) 


Designer of many award-winning pieces. 
Immediate attention given requests for 


sopemee shetches to solve your stock 
gning problems or special order 
remount designs for customers’ stones. 


42 West 40th 3¢., New York 34 
Judson 6-0697 
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WEST COAST 


The Jewelers 24 Karat Club of South- 
ern California held its spring dinner- 
dance on June 12 at the Elks Temple, 
Los Angeles, The club is planning a 
picnic to be held in August, the exact 
date to be announced later. A com- 
mittee headed by Irving Kaufman 
and 5S. B. Swartzburg, and assisted 
by Rudy Apffel, Lou Bold, Harry 
Rosenshield, Herb Mitchell and Ra- 
leigh West, is busy making the ar- 
rangements., 


The mid-spring tournament of the 
Southern California Jewelers Golf 
Association was held May 9 at the 
Fox Hills Country Club, Culver City. 
Winners included Larry Huvrchison, 
Ball Co. of Calif.; Len Ross, Elgin- 
American; Ed Raphael, Gary’s Jewel- 
ers; Mark Schwartz, Stevens Jewel- 
ers, and Rudy Apffel, James A. 
Apffel Co. After the buffet dinner, 
the following officers were elected: 
Rudy Apffel, president; Sam Haffner, 
Larry Hutchison, Gil Lakin, Ed 
Raphael, Leonard Ross and Sam 
Warshaw, vice-presidents, and Mrs. 
MacCartney, reelected treasurer. 


The California Retail Jewelers’ Asso- 
ciation reports that its executive sec- 
retary, Frank Robinson, resigned on 
June 1. His position is currently 
being filled by Herman Siegel, Rob- 
hin’s, L. A., secretary of the 24-Karat 
Club. Siegel is serving as pro-tem 
executive secretary. 


Irving Kaufman of Allison-Kaufman, 
424 8S. Broadway, L. A., was planning 
to leave for Europe early this sum- 
mer. 


Dorlans Jewelers, owned by Mr. and 
Mrs. Joseph N. Malniscalco, moved 
to a new and modern store at 155 
East Main St., El Cajon, Calif. The 
store had been located at 172 East 
Main St. for the past 10 years. 


Alan Marshall, manufacturing jewel- 
ers, moved from 352 N. Rodeo Drive, 
Beverly Hills, to 262% 8S. Beverly 
Drive. 


Fisher's Time Shop, which has been 
located at 1635 Garnet, Pacific Beach, 
for the past eight years, moved to a 
new store at 1451 Garnet. The firm 
is owned by Lyle and Etta Marie 
Fisher. 


Mr. and Mrs. M. Don Race have be- 
come partners in the jewelry store 
ewned by Al Goldstein, jeweler, lo- 
cated at 9449 Magnolia Ave., Arling- 
ton. Now named the Al Don Credit 
Jewelers, the store has been enlarged, 
new fixtures have been put in, and an 
antique department has been added. 


A second store has been opened by 
Jack Moore of Moore’s Jewelers, 502 
South Hawthorne Blvd., Hawthorne. 
The new store is located at 15217 
South Crenshaw Blvd. 


Charles Bright has opened a new 
jewelry store at 222 Main St., Hunt- 
ington Beach. Bright had been a 
jeweler in Fabens, Texas, for 15 
years. Before opening his own store, 
he had been employed by the Ted 
Brown jewelry store in Costa Mesa. 


Birk’s Diamond Co., 4721 Whittier 
Bivd., East Los Angeles, which has 
been in business for the past 60 
years, has been purchased by Louis 
Cliff, connected with the Hamilton 
Diamond Co., L. A., for the past 27 
years. 


James C. Hoyt, associated for many 
years with Friedlander’s in Seattle 
and Granat Bros. in San Francisco, 
recently joined Williams & Co. as 
manager of their gift and jewelry 
shop at Rickey’s Studio Inn, 4219 El 
Camino Real, Palo Alto. 


George Coburn, manager of Crescent 
Jewelry Co.’s San Francisco store, 
was recently promoted to supervisor 
of all six Crescent stores—in San 
Francisco, Oakland, Hayward, Wal- 
nut Creek and Santa Rosa. Coburn 
will maintain his headquarters in the 
firm’s executive offices at 1100 Broad- 
way, Oakland. 


Andy Riese, well known to the local 
trade, has joined Irving 8. Bock, 
wholesale jeweler at 657 Mission St., 
San Francisco. Riese will cover the 
territory formerly handled by Archie 
MacDonald who has been ill. 


Jack Taylor, of Otto Frei, wholesale 
jewelers’ supplies, 1419 Broadway, 
Oakland, was injured in an automo- 
bile accident this spring. 


Bert Coe & Son, engravers, located at 
230 North Beverly Dr., Beverly 
Hills, for the past 18 years, moved to 
larger quarters at 9215 W. Olympic 
Bivd., Beverly Hills. 


Philip K. March, retail representative 
of Life magazine was the guest 
speaker at the May meeting of the 
Southeast Retail Jewelers Association 
held at Cole’s Cafeteria, Huntington 
Park, with president Johnny Wize 
presiding. March gave a program of 
black-and-white and colored slides en- 
titled “What’s in Life.” Norman D. 
Luth spoke about cases in which 
there were enormous differences be- 
tween actual cost and sales price, 
which he said were injurious to the 
watch and jewelry trade. 
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COMING 
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8-9——Vermont Jewelers Associa- 
tion, Annual Convention, Oakledge, 
near Burlington, Vt. 
8-11—-Christmas-in-July Market, 


Baker Hotel, Santa Fe Gift Mart and 
Dallas Merchandise Mart, Dallas, 
Texas. 

8-13—-New York Home Furnishing 
Accessories Show, Trade Show Build- 
ing, New York. 


9-20-——Early Bird Show—225 Fifth 
Ave., New York, N. Y. 
15-18—Southeastern China, Glass 


& Gift Show, Atlanta Municipal Au- 
ditorium, Atlanta, Ga. 


15-18—Southern Jewelry Show, 
Dinkler Plaza and Henry Grady 
Hotels, Atlanta, Ga. 

15-20——-National China, Glass & 
Pottery Show, Hotel New Yorker, 


New York. 


16-20—Summer Market, Western 
Merchandise Mart, San Francisco, 
Calif. 

22-23——Mississippi Retail Jewelers 
Association, Annual Convention, 
Buena Vista Hotel, Biloxi, Miss. 

22-25-—Carolina Gift Mart, Radio 


Charlotte, N. C. 

‘New Orleans Gift & Jewelry 
Show, Roosevelt Hotel, New Orleans, 
La. 

22.25——-Washington Gift Show, 
Hotel Willard, Washington, D. C. 

22-27—California Gift Show, Mer- 
chandise Mart, Biltmore and Alexan- 
der Hotels and Brack Shops, Los 
Angeles, Calif. 

29-31—-Amarillo Gift Show, 
ring Hotel, Amarillo, Texas. 

29-2——-National Jewelers Associa- 
tion, Annual Convention and Trade 
Fair, Conrad Hilton Hotel, Chicago, 
Til. 


Center, 
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29-2--Associated Variety & Nov- 
elty Manufacturers Show. Morrison 
Hotel. Chicago. 

29.9-—-Chicago Gift Show. LaSalle 


Hotel and Palmer House. Chicago, TIl. 

30-10——Merchandise Mart China, 
Glass & 7ift Show, Merchandise 
Mart, Chicago, Tl. 
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4-8—Buffalo Gift Show, Hotel 5Stat- 
ler, Buffalo, N. Y. 

5-7—Original Inland Empire Gift 
Show, Davenport Hotel, Spokane, 
Wash. 

5-8—Western Merchandise Exhibi- 
tors Association Show, Civic Audi- 
torium, Sheraton-Palace, St. Francis 
and Sir Francis Drake Hotels, San 
Franciseo, Calif. 

12-15—-Western Merchandise Ex- 
hibitors Association Show, Public 
Auditorium, Plaza and Benson Hotels, 
Portland, Oregon. 

12-15—Kansas City Gift & Toy 
Show, Municipal Auditorium, Kansas 
City, Mo. 

12-15—Pittsburgh Gift Show, Wil- 
liam Penn Hotel, Pittsburgh, Pa. 

19-21—-Houston Gift & Housewares 
Show, Sam Houston Coliseum, Hous- 
ton, Texas. 

19-22—-Pacific Northwest China, 
Glass, Jewelry and Toy Show, Civic 
Auditorium, New Washington and 
Olypmic Hotels, Seattle, Wash. 

19-22—-Indianapolis Gift Show, 
Hotel Claypool, Indianapolis, Ind. 





19-22.-Mid-South Gift & Jewelry 
Show, Peabody Hotel, Memphis, 
Tenn. 

19-24—-New York Gift Show, Hotel 


New Yorker and Trade Show Build- 
ing, New York. 

20-24—-225 Fifth Ave. Fall Market, 
225 Fifth Ave., New York. 

26-28——-Spokane China, Glass, 
Jewelry and Toy Show, Davenport 
Hotel, Spokane, Wash. 

26-28—St.. Louis Gift Show, Stat- 
ler Hotel, St. Louis, Mo. 

26-29-—Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus, Ohio. 

26-29——-Northwest Gift, Art & 
Housewares Show, Radisson Hotel, 
Minneapolis, Minn. 


26-30—-American National Retail 
Jewelers Association, 5ist Annual 
Convention, Waldorf-Astoria Hotel, 


New York. 
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2-4——Ohio Retail Jewelers Associa- 
tion, Annual Convention, Netherlands 
Plaza Hotel, Cincinnati, O. 

2-4—-Omaha-Midwest Gift 
Paxton Hotel, Omaha, Neb. 

2-5—-Miami Beach Gift, Jewelry, 
Toys and Housewares Show, Roney 
Plaza Hotel, Miami Beach, Fla. 


Show, 


2-6—-Allied Gift & Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

2-6-—Detroit Gift Show, Statler & 
Sheraton Cadillac Hotels, Detroit, 
Mich. 

8-10-—-Michigan Retail Jewelers As- 


sociation, Annual Convention, Hotel 
Pantlind, Grand Rapids, Mich. 


9-12--Cleveland Gift Show, Hotel 
Statler, Cleveland, Ohio. 

9-12.-Boston Gift Show, Statler 
Hotel, Boston, Maas. 

9-13——-Parker House Gift 


Parker House, Boston, Mass. 


Show, | 
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Background Data on 


Henry B. Fried, 
Editer of 
‘*The Service Clinic’ 


A third generation watchmaker, 
he haa served es. 


+ bHorological contributing editor of 
JEWELER® CIRCULAR KEYSTONE 
from 1946-60. 


major publication in this country 
and abroad. 


« Founder of the Horologist’s Loupe 
and editor for tweive years. 


+ Author of article in Readers Digest 

(Oet., 1962) on watch repairing. This 

article solid over three million reprints 
and appeared in every foreign 

Digest edition. 


+ Author of “The Watch Repairers 
Manual” now in 7th printing. 


* Author of “Bench Practices for 
Watch Repairers’ (1964). 


» Author of escapement section, 
400-Day Ciock Pepair Manuai.”’ 


» Initiated the horological classes for 
the Goard of Education of N. Y, City in 
1038 at the George Westinghouse 
Vocational High Schoo! where he 

still teaches. 


. pho 4 the aed owe offices in trade 
of Horological 
Society. of a tow York; President of 
New York State Watchmakers 
Association; Exeoutive Secretary of 
Morological Society of New York for 
ten years; al present regional 
Vice President of Horological Institute 
of America; Charter member of the 
National Association of Watch and 
Clock Collectors, and member of the 
executive board of the N, Y. chapter. 


* Also honorary member of the 
New York State Watchmakers 
Association; the New Jersey State 
Watchmakers Association and the 
Hudson Vailey Watchmakers Guild. 


+ Consultant fer government and civic 
authorities regarding matters 
and aided in establishing 

schools in advisory capacity 


At present serving as Technical 
Advisor of the Watch Material 
Distributors Association of America 
and currently compiling their 
universal catalog. 

+ Mr. Fried has a fine collection 

of clooks and watches, and one of the 
most extensive privately-owned 
horological 
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~ fipal expert. 


an authority . . » i take his advice on what to ‘ahi That’s why top 
jewelers have found that good service and repair departments can 
draw traffic . . . help tick-off profits for the entire jewelry store. For 
example, JC-K estimates that in a single year there are approximately 
30 million repair jobs in jewelry stores alone—adding up to 60 million 
customer visits ...60 million chances to sell jewelry store merchandise! 
JC-K’s new monthly editorial feature, ““The Service Clinic’’ edited by 
Henry B. Fried, is designed to help the jeweler-watchmaker team to: 


* GET MORE PROFITS FROM REPAIRS 
* DRAW INCREASED STORE TRAFFIC 
¢ BUILD PRESTIGE AND AUTHORITY 
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JEWELERS’ CIRCULAR-KEYSTONE’s NEW HOROLOGY SECTION HELPS JEWELERS... 





Do complex repairs faster — Easy-to-follow illustrated 
articles will demonstrate step-by-step how to do 
specialized watch repair jobs. For example, the July 
article will discuss the servicing of automatics. 


Solve those ‘“‘tough ones”—Jewelers can send in 
their tough questions to JC-K—and get the answers 
by mail! Each month a special question-and-answer 
feature will reprint the most interesting and in- 
formative problems and solutions. 


Learn the secrets of top watchmakers— Monthly case 
histories of successful watchmakers will give jewelers 
valuable time and money saving ideas to help them 
run their watch repair departments better . . . more 
efficiently . . . more profitably. 


Profit from the latest information— Digests of tech- 
nical and trade materials published all over the 
world—as well as fact-filled book reviews—will help 
keep jewelers up-to-date on the world of horology. 





Repair and service information is only one phase of 
JC-K’s continuing program to help jewelers sell more 
to more people— From the out-front display windows 
to the back of the store. . . from new methods of 
business management to information on store mod- 
ernization .-. . from giftwares selling tips to the 
latest news about style trends in fashion jewelry, 
JC-K shows jewelers how to run their business 

better and do better business. 


Don’t miss “‘The Service Clinic’’...another profit-making feature 
appearing every month in JEWELERS: CIRCULAR-KEYSTONE 





FIG. 1. The Tisset Roetor 
2865R-621, unitke other self- 
winding watches, has three 
wheels attached to the oncil- 
lating weight. In this model, 
the oscillating weight may 
turn completely around and 
wind in either direction as 


it ewings. 


by Henry B. Fried 
JC-K Horological Consultant 


PRINCIPLES OF 


* Self-winding watches receive their power from the 
mainspring which in turn is wound by a train of gears 
turned by the leverage of a falling weight inside the 
watch. In most cases, this weight is a pivoted mass acting 
as a pendulum, always seeking the lowest point of grav- 
ity. In doing so, it moves the transmission which winds 
the mainspring. 

There are numerous systems by which this weight is 
made to turn a set of gears. A few of these are novel and 
interesting although not every one of these is efficient. 
Most self-winding watches have their pendulums (or os- 
cillating weights as they are called) carry a solidly at- 
tached center gear called an oscillating weight gear. 

This is mounted directly over the center of oscillation 
or the pivotal point of the oscillating weight. This gear 
then gears with the self-winding transmission, ultimately 
winding the mainspring. Other models have an eccentric 
cam mounted on the oscillating weight which nudges a 
roller or lever. This in turn cranks or pushes a ratchet 
wheel, which in turn activates the winding-up train. 

Still some other self-winding watches store up power 
when the oscillating weight falls in one direction only. 
Others wind regardless in which direction the weight 
falls. The oscillating weight in many watches cannot turn 
completely around and is banked by spiral bumper springs 
mounted over the stem position. Others permit their 
oscillating weight to swing around completely in a full 
circle. This motion may continue in either direction, wind- 
ing as it turns, regardless whether this weight falls and 
turns clockwise or counter-clockwise. 

A very interesting and efficient winding system is em- 
ployed by the Tissot Rotor shown in figure 1. In this 
model, the oscillating weight may turn completely around 
and wind in either direction as it swings. 
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With this article, the first of a series on self-winding 
watches, Henry B. Fried rejoins JC-K as Horological Consultant. 
For other technical material prepared by Mr. Fried—answers 


to readers’ questions, a review of horological items appearing in 


trade publications, and the review of a significant 


book—turn to page 168. 


SELF-WINDING WATCHES 


Unlike other “automatic” watches, the oscillat- 
ing weight in the Tissot Rotor contains three 
wheels, two of which ride freely on arbors and 
straddle the center gear which is solidly attached 
to the oscillating weight. 

An examination of Figure 2 will help to under- 
stand the assembly of the oscillating weight and 
its three gears. A, is the oscillating weight, 
shown on its underside. F, is the oscillating wheel 


CONNECTING WHEEL ~ 
BEARING STUDS 


R- OSCILLATING 


WEIGHT WHEEL 


FIG. 2. An exploded view of 

the oscillating weight as 

sembly shown from the un- 

derside of the oscillating 

weight. The studs, E, fit 

through the wheels but are CONNECTING= 
fastened into the yoke, D. 0 ge henry YOKE 
The yoke, D, fite loosely over 
the tube, F. However, the 
oscillating weight wheel, B, 
fite friction-tight over the 
projecting tube and holds the ~ FOR 
loose yoke in place. The con- 
necting wheels, C, then can 
turn around the stationary 
oscillating weight wheel, B. 
G and H are bearing jewels 
which guide the oscillating 
weight on the axle oe 
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LOWER JEWEL- 
OSCILLATING WEI GtHihy 


tube and boss which is an integral part of the 
oscillating weight. H, is an upper jewel bearing 
which fits over a center arbor-post. This jewel 
fits friction-tight in the upper section of the tube. 

G, is the lower jewel which also serves the 
arbor (not shown here). Fitting loosely over the 
tube is the connecting-wheel yoke D. This yoke 
bears two connecting wheels C. These are at- 
tached to the yoke by the connecting wheel 


A 


OSCILLATING 
WEIGHT 


C 


CONNECTING 
WHEELS 


>" 


, ee = 
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0 AGERE WEIGHT 


“TO «WHEEL TUBE 
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shoulder studs E, which fit loosely through the 
holes in the connecting wheels C. 

The lowest shoulders of the studs E fit friction- 
tight into the holes in the yoke D and their ends 
are then riveted over to make them fast. The 
wheels (, then are able to ride loosely on the 
shoulders of the studs E and retained by the 
stud-heads. 


This unit is then placed over the oscillating 
weight-wheel tube F. Next, the oscillating weight 
wheel B is placed over the tube F whose height 
enables it to project above the yoke D. The wheel 
B fits friction tight on the tube F. This is driven 
tight after yoke and wheels C are assembled. 























FIG. 3. An exploded view of the movement showing the 
assembly features of the automatic device. The holt, L, 
acte as a slip clamp in the neck of the axle and holds the 
oscillating weight in place. The parts’ names are, start- 
ine from top te bettom: L. slip elamp: I, osetilating 
weight: K, connecting wheels (shown in Fig. 2 as ©); A, 
self-winding train bridge serew; B, the ecelf-winding train 
bridge: H, a etop-clickepring; G, step click whieh works 
with EE, the firet intermediate wheel; F, a pivoted eon- 
necting wheel: D, second intermediate wheel, and C, i 


the oscillating weight axle. 
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The depth to which wheel B is fitted on the 
post F regulates the end-shake of the yoke D. It 
also serves to contain this yoke, yet permitting 
it to turn freely. Since the free-turning wheels C 
straddle the oscillating weight wheel B, the yoke 
and the wheels C become planetary gears with 
the center gear B as the axis. 

Figure 3 shows an exploded view of the Tissot- 
Rotor self winding mechanism and will help to 
understand the relative position of this unit. 
Starting from top to bottom, L, is a slip clamp 
which fits astride a neck in the center arbor to 
keep the oscillating weight in place. I, is the 
oscillating weight. The two connecting wheels 
attached to the underside of the oscillating weight 
I are shown at K. 

B, is the automatic winding train bridge and 
A are the screws for this bridge. F, is a pivoted 
connecting wheel which is contained under the 
automatic bridge and the train bridge. This little 
wheel enmeshes with E, the first intermediate 
wheel. 

The wheel E has a pinion on its underside 
which engages the teeth of the second intermedi- 
ate wheel D. The wheel D also has a pinion be- 
neath it which is enmeshed with the crown wheel 
of the movement. This winds the ratchet wheel. 

The first intermediate wheel E has a stop click 
7 and a Cclickspring H so that minute windings 
of the oscillating weight will be retained in the 
self-winding train until a tooth of the ratchet 
wheel is advanced and retained by the regular 
ratchet wheel click. 

C, shows the arbor post or axle upon which 
the oscillating weight revolves. This is attached 
to the movement by the three screws fastened 
through its flat base and into the movement train 
bridge. 

An interesting feature of this movement and 
the self-winding device is the operation of the 
second intermediate wheel D, Figure 3. This 
wheel has an internal device which permits any 
motion which originates in the oscillating weight 
and the self-winding train to be transmitted to 
the ratchet wheel and mainspring. 

However, should the watch be manually wound, 
the crown wheel would, of course, wind up the 
ratchet wheel and the mainspring but also, the 
crown wheel would be enmeshed with the pinion 
of the second intermediate wheel. This device 
permits the pinion only to be turned during 
manual winding while the upper wheel remains 
motionless and thus any strain and wear to the 
winding train is avoided. 
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* eng are two things necessary to any 





vacation Time and Money! And that’s 
no kidding. Well, Sir, that is why we call the 
WatchMaster a Vacation-maker. You see, it 
helps get more watch repalt jobs out better 
and faster, justifying higher prices. All that 


ought to spell out more leisure-time and more 


pleasure-money (for a bigger vacation). 
But, to be sure this isn’t just a lot of adver- 
tising talk, check-up on the facts with anyone 


who uses a WatchMaster. 
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MADE, SOLD AND SERVICED BY AMERICANS 


American Time Products, Inc. 
580 Fifth Avenue, New York 36, N.Y. 


American Time Products, ine. 
580 Fifth Avenue, 
New York 36, N.Y 
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Gentlemen Nome 
[}) Please arrange Watchmaster 
demonstration ef my bench. 
No obligation of course. Store Rise ae 
Please consider this os our order 
for one Elimeg. 
Address “prea roctae : 


[} Check in full enclosed ($24.75) 

{} Bi) us $24.75 plus postoge 
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Above prices U.S.A. only City, Siete tS 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


Question: I have a self-winding 
wrist watch in for repairs. It is 
a Mido and it looks like an older 
model of this make. Outside of 
the case, the movement seems 
free enough and the winding 
weight moves around easily and 
it winds up the watch satisfac- 
torily. But when I put it into 
the case, it won't wind and it 
sounds tinny when I shake it to 
wind by its weight. I have look- 
ed for the trouble and could not 
find it. Is there any trick with 
this? A. D. K., Torrington, Conn. 


Answer: Your trouble sounds 
typically like that encountered 
with some self-winding watches 
in which the oscillating weight 
bearing is worn, If you will look 
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at the oscillating weight bush- 
ing, you may find that it really 
is a little egg-shaped and the 
side-play of the weight on its 
axle is rather excessive. 

When it is outside of the case, 
the looseness of the axle on its 
worn bearing gives it excessive 
freedom and it seems easy to 
wind. However, when you place 
the movement in the case, the 
winding weight finds little up 
and down room in which to swing 
and it rubs on the case-back. 
This is what gives it the tinny 
sound you mention. It also pre- 
vents the oscillating weight from 
falling easily and thus the watch 
does not become wound. 

I suggest that you obtain gen- 
uine replacement bushings and 
replace this. It is an easy job 
and will correct this fault. One 


other cause is that sometimes, in 
waterproof watches, the gasket 
has been worn, compressed and 
cut or fallen off altogether. This 
permits the case back to be 
screwed down too far and may 
press upon the oscillating 


weight. 


Question: I am doing a lot of 
clock repairs and very often 
some clocks will come in with- 
out a pendulum. Is there any 
method I can use to know the 
correct weight of the pendulum? 
Sometimes I go by the length of 
the clock case but that doesn’t 
always work cut. Just how long 
and how heavy should the pen- 
dulum be? Also, what is a com- 
pensating pendulum? J. C., 
Raleigh, N. C. 


Answer: Clock repairs are be- 
ginning to become good business 
again. The American home 
owner is again appreciating the 
charm of a mechanical clock in 
his home. Also, antique clocks 
are being dug up and sooner or 
later, the watchmaker will be 
brought one of these and asked 
to fit a pendulum or a missing 
weight. I am surprised that you 
didn’t ask this one, as it comes 


in more frequently than requests 
for pendulum sizes. 

Before you can fix the length 
of a pendulum or the weight of 
its bob, you’ve got to know just 
how often it must swing in a 
given time, or the number of 
vibrations a minute. To do this, 
you will have to count the teeth 
in the center wheel and multiply 
this with the number of teeth in 
the third wheel and multiply 
this again with the number of 
teeth in the escape wheel. 


Now count the number of 
leaves in the third wheel pinion 
and multiply this with the num- 
ber of leaves in the escape wheel 
pinion. Take this total and di- 
vide this into the number you 
got by multiplying the teeth of 
the center, third and escape 
wheels. 


When you have gotten this 
answer, multiply this by two 
(the pallet or anchor) and the 
result will be the number of 
vibrations of the pendulum in 
one hour. Dividing this by 60 
gives you the number of vibra- 
tions per minute. For instance: 

Suppose your clock has a cen- 
ter wheel that has 84 teeth and 
a third wheel of 70 teeth and an 
escape wheel of 30 teeth and an 
escape pinion of 7 leaves plus a 
third pinion of 7 leaves. Placing 
them in this manner, 


x 70 x 320 


-~ 


‘ 
(vibrations per hour 


= 36000 kK 2 = 7200 


7200 
>: 120 vibrations per minute. 
60 (minutes 
Should you have a more com- 
plicated clock with more wheels, 
merely placing the numbers of 
the wheels above and the pinions 
below the fraction will give the 
number of vibrations per hour. 
A vibration of a pendulum, or a 
balance is a swing of the pen- 
dulum, from one side to the 
other. Do not consider a round 
trip as a vibration. This would 
be two vibrations. 
Now for pendulum lengths. 
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Those who reach the top in business are usually those who, even while mastering 
their own responsibilities, are intensely curious about the other fellow’s, Take the 
case of Robert Wood, which may very well be his right name. Every month, he'd 
sit down with a panel of his industry’s experts and absorb every word, Then he'd 
look up his industry’s ace reporters to get all the current news. Finally, he'd 
study competition to see what it was making and selling, and how. Robert Wood 
could well afford ali this, for his primary investment was his time. The business 
papers of his industry did the rest. They were his panel of experts, his ace 


reporters. Their advertising pages showed what competition was up to, and how, 
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Here is a very short table of pen- 
dulum lengths. 


Vibrations 
per minute 
30 


Length of pendulum 
in inches 
2446 
60 39.14 
70 28% 
76 25.05 
80 22.01 
90 17% 
100 14,10 
110 11% 
120 9% 
130 B14 
140 7% 
150 6% 
160 5% 
170 4%, 
180 4 
250 2 7/16 


For most purposes, the length 
of a pendulum is measured from 
the point of suspension to the 
center of gravity, or where the 
pendulum bob can be balanced 
if it were laid across an edge like 
a spoon on the rim of a cup. In 
most cases, this would be a little 
above the center of the bob. 

For the weight of the pen- 
dulum, this depends on the type 
of escapement and the power 
available. For instance, in some 
of the older French clocks, the 
pendulums were extremely light, 
while the English clocks, even 
the small ones, had rather heavy 
pendulums. The weight of the 
pendulum (bob) theoretically 
has nothing to do with the time 
it requires to swing. It is the 
length only that enters into this 
matter. 

A compensating pendulum is 
one in which part of the pen- 
dulum expands upwards to com- 
pensate or make up for the 
downward expansion of the pen- 
dulum during an increase in 
temperature and does the op- 
posite when the weather gets 
colder. The simplest type to ex- 
plain would be the Graham type 
or mercury jar pendulum. In 
warm weather the pendulum rod 
will expand and the pendulum 
will get longer. This will make 
the clock lose time. 

However, if the weight or bob 
of the pendulum has a large jar 
of mercury, the mercury will 
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rise with an increase in tem- 
perature so that the point of bal- 
ance, or center of gravity will 
remain the same. The mercury 
jar compensates for the differ- 
ences caused by temperature. 

Another type is the Harrison 
gridiron pendulum in which the 
bar of the pendulum is made up 
of a group of bars of brass and 
steel, arranged in such a manner 
that the brass rods elevate the 
bob at the same time that the 
steel expands and lowers the 
mass, thus in effect, the length 
remains the same. 

Clocks with wooden rods do 
not require this compensation 
for clocks for ordinary use. How- 


ever, precision clocks do use the 
compensating pendulum or one 


with an Invar rod or a combina- 
tion thereof. 


Question: I have one of those 
newer type of cuckoo clocks in 
for repairs and I find that the 
chain wind won't grip. If I pull 
the chain to pull up the weight 
and wind it up, it will fall down 
again if I let the chain go. I 
have examined the movement 
without taking it apart and I 
cannot see any click or spring. 
How does the wind clutch the 
chain, what is the matter with 
it and how do you repair it? 
R. B. R., Philadelphia, Pa. 


Answer: The newer types of 
cuckoo clocks have a _ clutch 
mechanism which takes the 
place of the click and springs 
in the older models. 

Remove the chain altogether. 
In fact, take out both chains. 
Then remove the connections to 
the cuckoo bird and the bellows. 
Next remove the movement from 
its case. To remove the main, 
chain-wheel, loosen the nuts 
holding the pillars and work this 
wheel loose. 

In some types of clocks, a 
brass pinion, which is friction- 
mounted on this arbor, will have 
to be twisted off. The wheel can 
then be removed without taking 
the rest of the clock apart. 


Now, examine this wheel and 
you will find that the arbor go- 
ing through the wheel has a 
spiral spring between this arbor 
and the hole in the chain-wheel. 
One end of this spring is loose 
while the other end is looped 
over a hook in the wheel. Most 
likely, this spring is broken. 

It works in the following man- 
ner—when the wheel is pulled 
by the person winding the clock, 
the wheel and chain drag the 
spring along with it and the di- 
rection of the spiral spring, 
wrapped around the post inside 
of the wheel, merely drags along. 
However, when the weight drags 
the wheel the other way, the 
spiral is twisted in the other di- 
rection and this spreads the 
spiral spring outward so that it 
presses against the walls of the 
hole in the wheel and thus the 
unit operates as one. 

When you purchase new 
springs make certain that they 
spiral in the correct direction. 
From an examination of this 
system, it can be seen that the 
spring is always under negative 
tension when the weight is pull- 
ing. Therefore, these will cause 
trouble unless the temper of 
these springs are near perfect. 


In the top half of this sketch, the 
spiral is wrapped around the arbor. 
When the arbor turns counter-clock- 
wise, the spring slips. In the bottom 
half-——-when the wheel is stressed 
counter-clockwise and the arbor clock- 
wise, the spring spreads and grips, so 
that the unit moves as one. 
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smart newcomers join the 
WESTCLOX line of popular priced watches 


.all dependable 


performers... lphoke. 


= 


guaranteed 


one year 






PREP 
Clean-cut design for 
young men from sixteen 
to sixty. Anti-magnetic. 
Chrome finish front; 
stainless steel back. 


This good-looking watch 
has chrome finish front 
Nonbreakable crystal. and metal 1.6 ae band. 
Gray leather strap. Anti-magnetic. Sweep 
Retail $8.95 hand. Stainless steel back. 

Nonbreakable crystal. 
Retail $9.95 













Smooth design! Gold- 
color square case and 


JARVIS SKIPPER metalexpansion band. 
Square chrome-finished Trim gold-color case with Anti-magnetic. Stain- 
case, man-styled for rugged raised gold-color modern less steel back. Sweep 
good looks. Anti-magnetic. numerals. Anti-magnetic. hand. Nonbreakable 


Stainless steel back. Non- Sweep hand. Stainless steel crystal. Fine sugges- 
. breakable crystal. Black back. Nonbreakable crys- tion for a handsome 
tal. Tan leather strap. gift at modest cost. 


Retail $9.95 Retail $12.95 





Heres "Showmanship for fact Selling! 


New wrist watch assortment No. 606 ; 
includes: : 
FREE 1 Jarvis ; 
1 Adrian : 
1 Brent 
colortul display ip tre 
has plastic piiter- 1 Skipper 
proot window Dealer Cost $34.90 


Remember, more Westciox are solid than any other timepieces. 
Be tirst with the newest—call your wholesaler today. 


Por your protection Wesiclos products are Pair Traded in all tates having F air 
Trade Laws. Prices quoted above do not include taxes ond ore subject lo change 


WE STCLOX PROOUCTS OF Ad CORPORATION 
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- « easily. 

You don't lose sales because you don't 
have the correct size metal 
watchband in stock! 


NO GUESSWORK! 
NO FILING! 
NO SHEARING OR CRUSHING! 


At last... a band cutter that works! 
Dyna-Saw MEASURES THE EXACT TUBE 
LENGTH NEEDED... INSTANTLY... 
AUTOMATICALLY. You can't saw off too 
much or too little. Helps cut inventory— 
you can stock %” width bands only, and 


ize th 
size them quickly to any watch. Dyna-Saw leaves 


uniform 


Dyna-Saw is a fine tool made of . 
’ gpa Ay factory-finish 


trated case-hardened steel with nickel- 
plated accessories. The replaceable 
precision-ground high-speed steel saw 


) includin 
cuts through stainiess steel with ease. P 


TOUGH 
Gah enty thew matted cunaly hevess. STAINLESS STEEL. 
Write vs or your material supply house for circular. 
HAMMEL, RIGLANDER & CO.. INC 


' iz gee Madison piettiela Sta Nh p ’ 








SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.TS. 
and ite work: Your Future and “yr 
tells how you can benefit supremely by « 
B.T S. course, and will be mailed yeu, free: 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pase the Certified Master 
Watchmaker tests of H. 1. of A., or any State 
Board examinations. 

Highest authorities say, “B. T. 8. is = best 
school,” and the best jobs await Bowman 


graduates. 

Write for free book “Your Future and Our 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


to BOWMAN TECHNICAL SCHOOL 


Bowman Building, 
Lancoster, Pa. 


Ceerses Approved fer Kereen aad Other Veterans 














BOOK REVIEW 


Britten’s 
Old Clocks and Watches and Their Makers 


Very few books about horology have been pub- 
lished with the advance notice and awaited as 
much as this seventh edition of the very standard 
text for the horological academician. 

In 1894 it was first printed under the title, 
“Former Clock and Watchmakers and Their 
Work.” Since then it has appeared as “Old Clocks 
and Watches” in 1899 and again in succeeding 
editions for about every nine years, revisions 
being made until it reached a sixth edition in 
1933. These were soon sold and out of print so 
that copies of former editions climbed in price 
until they were bringing about $60 a copy. 

Twenty-three years have elapsed between the 
sixth edition and this new one, the seventh, which 
comes off the presses of Spon, Ltd., in London. 
It has been completely revised so that all the 
photographs, drawings and print are new, with 
excellent pictures of typical examples of the 
horologists’ art and equaliy precise and modern 
line drawings on good heavy glossy paper. 

The book is indeed very much different from 
the last edition in size, content, approach and 
purpose. This edition is a large book in the lit- 
eral as well as the literary sense. It measures 
114% inches high by 9 inches across. It has 518 
pages and the volume can be said to consist of 
five sections. 


Major section is historical 


The largest section is devoted to a historical 
development of the various types of timepieces 
with photographs of typical examples, each placed 
in its position for the purpose of decoration, de- 
velopment of timekeeping and national character- 
istics. These examples and photos are augmented 
by excellent line drawings showing the basic me- 
chanical or decorative principle, depending upon 
the idea propounded. 

Another section deals with the various types of 
clockwork, such as alarms, striking and repeat- 
ing mechanisms. Still another gives the bio- 
graphical records of many famous makers inter- 
estingly and authentically told. 


There is a glossary of technical terms, hall- 
marks, a good bibliography and a comprehensive 
list of former clock and watchmakers that runs 
over 200 pages for this last listing alone. 

The former editions were considered the stand- 
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ard reference for anyone seriously interested in 
the art, history and evaluation of horology and 
its works. It appears that this new work will 
supplant former editions. However, for those who 
possess former editions some comment may be 
made by this reviewer if they feel that they 
might then want to sell their older editions and 
purchase this new work. 

While there is much that is new in this seventh 
edition that does not appear in the earlier work, 
and conversely, so very much more that appears 
in the older editions that is not in the new that I 
plan to keep my fifth edition with as much tenac- 
ity as I intend to hold onto the new work. They 
are different books. 

The old book ran to over 800 pages, and con- 
tained wonderful examples of watches and clocks. 
Actually, the editions beyond the third were pub- 
lished without the original author, Britten hav- 
ing died in 1913. However, the demand for new 
editions brought slight changes until the sixth 
say the book much different from the original 
in size, purpose and content. 

This new work is the combined effort of some 
of the world’s leading authorities and collectors 
who have gathered material from all corners of 
the world and sifted it for its rightful position 


in this book. Among some of these were the late 
G. H. Baillie, an author of similar works; C. Clut- 
ton, and C. A. Ilbert who was equally famous 
for his comprehensive collection of clocks and 
watches, as well as his knowledge. Others, too, 
have helped in this mass collaboration to produce 
this new volume. The subject matter has had the 
benefit of corrections through the trial of previous 
editions so that it is authentic and correct with 
only very minor errors. 

However, the previous editions had a charm as 
some books do have and although older, and some- 
times jumbled in content, they are good catalogs 
of timepieces and very interesting data. My ad- 
vice is to hold onto the older editions and buy the 
new as well. Actually, there is little duplication. 

The new edition, however, should remain the 
standard text for study, reference and enjoyment 
of horology for a very long time. This new book 
is not cheap, costing 7 guineas in England or 
about $24 here, but it is well worth it and I doubt 
whether one like it will come off the presses for 
another score of years. 

Some additional news that Gould’s standard 
work on the marine chronometer is in the making 
and those who have awaited this with equal anx- 
iety will have an opportunity to buy this new work. 

Henry B. Fried 
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BETTER GOLD PLATING 





SPECTRANOME PLATING CO., INC. 


N.Y.14,N.Y. °* 


With Spectranome, a new item with a 
problem is a challange. 


When required, your items go through 
our Research and Development Depart- 
ments to uncover new techniques for 
providing better looking and more dur- 
able plating. 


Our technicians are specialists in the 
plating of small findings and the know- 
how they apply to each job means bet- 
ter plating at lower cost to you. 


Drop in to see us or give us a call te 


discuss your plating problems. 


AL 5-8677 
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ING AND DIE CUTTING ON A WIDE 
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The 30-5 PANTO Engrever: 

Cuts medaiiion, ring and jewelry dies, steel 
stamps or any bas-relief design as well as 
lettering, name plates, trophies, signs, etc. 


A full Line 
of Engraving 
Equipment ana 
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STOPWATCH 


Largest selection of 
quality Stopwatches 
and Chronographs 


in America! Quick | 


service for jewelers. 
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WRITE TODAY FOR CATALOG 
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Program for the May conven- 
tion in Washington and list of 
speakers. The Peter Henlein 


column answers questions on 
opening tough waterproof watch 
| cases, 
of verge watch, conversion of a 


worn stem bearings, age 


one-day clock to an eight-day 


clock, where to sell a Glashutte 
German watch and a pin lever 
_ problem, 


An article on what the jeweler 
might say to a customer who 
asks about “body magnetism” 
and a continuing series of ar- 
ticles from the Bulova Manual 
make up the bulk of the mate- 
rial in the May issue. 


Bulletin of the National 
Association of Watch and 


Clock Collectors—April 


An article on the old Waltham 
Dial Co., by Edwin B. Burt, well- 
known dial painter, and a reprint 
on Planetaria by C. A. Crom- 


_melin, first appearing in the Na- 


tional Museum for the History 
of Science. 

Samuel Barrington writes 
about David Rittenhouse, the 
famous clockmaker and scientist 


of the Revolutionary period. An 
article by Lockwood Barr on the 


wagon spring clocks of the Ives 
patents well told. 

A detective story, a true one, 
with the title, “The Clock Told,” 
is written by Harry P. Davis. 


James Gibbs writes about Daniel 


Drawbaugh and miscellaneous 
matters of interest to collectors 
and historians cover this publi- 
cation which is issued five times 
a year to members of the organ- 


ization. 


| British Horological Journal— 
April 


An article with photos and 


drawings of an experimental 


' 
R E V E W or THE TRADE PRESS 


| H.LA, Journal—May 


electric clock, styles somewhat 
along the lines of the Synchro- 
nome, free pendulum of Hope- 
Jones. An appraisal of the late 
Courtenay Ilbert and his collec- 
tion of horologia. A short piece 
about the ages of the English 
watchmaker. 

The result of the survey points 
to the fact that fewer watch- 
makers are remaining in the 
trade after the 65th year than 
formerly. Some reasons are 
given, such as setting up their 
own business and greater induce- 
ments for retiring. 

T. R. Robinson writes about a 
new Westminster chimeclock 
and a new British synchronous 
electric clock. A practical article 
on hairspring work by Markwick 
is well illustrated. The corre- 
spondence indicates an interest 
and troubles in demagnetising, 
poising balances in drafty rooms, 
softening balance staffs and a 
curious request about — what 
does the watchmaker do when 
he isn’t fixing watches. 


Journal Suisse—May 


Preview of photos of watches 
at the April Basle fair. An ar- 
ticle on the balance spring by R. 
A. Fell. An article on the use of 
the Jacot lathe by Jendritzki, 
Humbert continues his reviews 
of new Swiss automatic calibres, 
covering the new Roamer model 
and one by Rolex and another by 
Universal. 

Bergeon & Co. submits an ar- 
ticle on the use of the staking set. 
Some excellent photos of anti- 
quarian horology of the chiet 
pieces exhibited in London the 


_s _— ene 
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Build Your Own 
Business Reference Library 


Interested in trade news? 


Looking for window 
display ideas? 


Searching for 
promotional techniques? 


Each month, JC-K brings 
you a wealth of news, 
merchandising, advertis- 
ing, publicity, promotion- 
al and technical informa- 
tion. 

And each January, the edi- 
torial index gives you a 
guide to this material, en- 
abling you to find it 
quickly when you need it 
— provided, of course, 
that you save every issue. 


You can easily build 
an idea library. 


Save your issues of JC-K 
and use the editorial index 
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WATCH REPAIR 


Dependable + Fast + Economical 
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previous year at Goldsmiths 


Hall. 


La Suisse Horlogere—March 


A theoretical thesis on radioac- 
tive elements as a geological 
clock by F. G. Houtermans of 
the Physics Department of Berne 
University. “Nuclear Physics 
and Age Measurements of Or- 
ganic Samples by Radio Carbon” 
is another by Hi. de Vries, pro- 
fessor of Biophysics at the Uni- 
versity of Groningen in the 
Netherlands. 

“Measurement of Time Inter- 
vals Between The and 
the Microsecond” is by Jacques 
Bonanomi of the Swiss Labora- 
tory for Horological Research 
at Neuchatel. K. P. Meyer of the 
University of Basle writes on 
the “Measurement of Time In- 
tervals in the Range of Millimi- 
croseconds.” (This is one bil- 
lionth of an ordinary second.) 

There is more of the same 
theoretical physics about horol- 
ogy and an interesting article by 
the famous historian Chapius on 
horology in art with photos of 
examples by Reverdy, Velasquez, 
VanBeyeren, Lancret, Longhi, 
Lawrence, and some attractive 
color plates. 


Second 





‘Watch Inspection Time’ Mats 
Are Offered to Retail Jewelers 
The Watchmakers of Switzer- 
land are offering five newspaper 
advertising mats promoting 
watch inspection, for store use 
during the eighth annual “Watch 
Inspection Time,”’ Sept. 10-17. 

The promotion will be her- 
alded with an advertisement in 
the September “Readers Digest.” 
Other plans include publicity 
channeled into newspapers, mag- 
azines, television and radio sta- 
tions. 

While the five mats empha- 
size different aspects of the need 
for watch inspection, each 
stresses the fact that the store 
uses only factory-approved 
parts in servicing fine watches. 
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Known for the Quality 


of its Training 


Chicago School 
of Watchmaking 


Established 1908 

Approved under G.I, Bill 
Member National Home Study Council 
Our tlome Training Program will 
interest every jeweler who wants & more 
profitable department. Train yourself 
oT employ ee Hlome Study can be followed 
by short resident training if de 
sired Find out about the excellent coopera 
tion CSW offers you. Send for free intor 
mation today 


CHICAGO SCHOOL OF WATCHMAKING 


2330 N. Milweukee Ave., Dept. JCK 3 
Chicege 47, tlinols 
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WATCHWORK-—STONME SETTING 
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BRADLEY UNIVERSITY 
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Dept. C Peoria, ti. 
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international Silver Offers 
New 20-Piece ‘Starter Chest’ 


In line with the new emphasis being 
placed on chests for “packaging” flat- 
ware and hollowware by all its divi- 
sions, The International Silver Co. is 
currently introducing a small ma- 
hogany “Starter Chest” that holds 20 


pieces of the new International Stain- 
less with Melmac. The chest, with 
the 20-piece set, retails for $49.95. 

The cheat, shown in the photo, is 
designed as an attractive piece of fur- 
niture which the housewife can dis- 
play in the dining area of her home. 
It is compact despite the special prob- 
lem of stacking the oval-shaped han- 
dies. 

When the solid brass handle of the 
chest is lifted to open the slanted top, 
the flatware is automatically raised 
to an easy-reach position. To further 
simplify table-setting, the housewife 
ean lift out the flatware tray to carry 
it to the table. 


Eigin To Offer Jewelers 
Chance to Design Watches 


Elgin National Watch Co. plans to 
set up an experimental design studio 
at the national shows in Chicago and 
New York to give jewelers and 
watchmakers an opportunity to de- 
sign their own watches. 

Top designers from Elgin will be 
on hand to actually do the drawing of 
what jewelers think a watch should 
look like. 

The six jewelers (three in New 
York and three in Chicago) who sub- 
mit the best designs will be awarded 
actual working models of their ideas. 
These will be handmade by Elgin 
eraftemen in 24K gold to serve as 
life-long mementos of the 1956 jew- 
elry shows. Each case will be fitted 
with a 2l-jewel “Lord Elgin” move- 
ment. 
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Keepsake Jewelers Offered 
New Series of Movie Playlets 


A. H. Pond Co., Syracuse, New 
York, is currently offering a new 
series of 13 full-color movie playlets 
to all its authorized Keepsake Jew- 
elers, according to an announcement 
from the firm. 

The playlets feature dramatic close- 
ups of Keepsake diamond rings, as 
shown in the photo, and a variety of 
beautiful background settings. The 
last third of each playlet is exclu- 
sively devoted to full-color dealer 
identification. 

In a recent survey made of Keep- 


sake Jewelers, according to the firm, 
80 per cent stated that the playlets 
brought people into their store and 
67 per cent could actually trace sales 
to the playlets. 


New ‘Double Feature’ Display 
Shows 18 Speidel Watchbands 


Speidel is currently offering dealers 
a new “Double Feature” counter dis- 
play that features 12 “Slim Lizard” 
and 8 “Leatha-Elegance” watchbands. 
The display, shown in the photo, 


has removable pads and top liners 
which provides the jeweler with a 
jewelery case fer later use. The Slim 
Lizard bands retail for $9.95 and the 
Leatha-Elegance bands for $12.95. 


New Mido Catalog Features 
89 Men's and Ladies’ Watches 


Mido Watch Co. of America, Inc., 
580 Fifth Ave., New York, is cur- 
rently offering a new “Jewelers’ Cata- 
log,” said to feature the largest 
selection of self- winding watches 
ever offered by a single manufacturer. 

The catalog, shown in the photo, 


contains illustrations and descriptions 
of 89 watches. “Mido Miniatures,” 
diamond watches and gold bracelet 
models are included in the 44 models 
for ladies, ranging from $79.50 to 
$375. For men, the catalog features 
45 waterproof styles, ranging from 


$59.75 to $275. 


Omega Dealers Offered New 
278-Page Watch Parts Catalog 


Omega. is currently offering its deal- 
ers four new technical publications: 
(1) 278-page Parts Catalog, (2) 
Guide No. 5 (Ladymatic, calibre 455), 
(3) Guide No. 6 (calibre 470), and 
(4) Material Price List, with new 
lower prices on many parts. 

The catalog includes complete parts 
date previously divided among several! 
different catalogs; it is widely illus- 
trated and thumb-indexed for speedy 
reference. It sells for $1.75 per copy. 


Shiffman Announces Formation 
Of Rocket Jewelry Box, Inc. 


Jerome Shiffman, formerly of 
Standard Novelty Box Co., Inc., has 
announced the formation of his own 
corporation, the Rocket Jewelry Box, 
Inc., at 125 E. 144th St., New York. 

The new company is prepared to 
supply an extensive line of boxes, and 
will announce a number of new box 
designs in the near future. The new 
firm will sell exclusively through 
wholesalers. 
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Chicago Printed String Offers 
‘Satintone’ Christmas Wreath 


Chicago Printed String Co., 2300 


Logan Blivd., Chicago, IL, is currently 
offering dealers a specially-designed 
wreath 


Christmas made of rayon 





me 


ribbon for display in windows and 
entrances or on interior walls or 
columns. 

Custom-made and shipped in spe- 
clally-constructed cartons, the wreaths 
are available from the firm at $25 
each. 

Mounted on a 27-inch steel frame, 
32-white, pink and red “Satintone” 
roses and tiny gold-colored baubles 
are interspersed within a circle of 24 
giant pompom bows made of lus- 
trous green Satintone, as shown in the 
photo. Inside the lower curve of the 
wreath are three gift-wrapped pack- 
ages with “Tie-Tie” gift wrappings. 


Kirk's Ltd. Distributes 
1956 Catalog of Cutlery 


Kirk’s Ltd., 65 W. Broadway, New 
York, is currently distributing the 
1956 catalog of its cutlery, produced 
in Sheffield, England. 

The catalog, shown in the photo, 
presents a variety of styles, including 
“Candelight,” “Contessa,” “Coronet,” 





“Indian Stag,” “Agatine,” “Nu-Stag,’ 
“Pearlex” and “Pagwood.” All sete 
carry an unconditional guarantee and 
feature forged stainless steel blades, 
mirror polished, hand-honed and 
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‘Sunbrella Set’ Offered In 
Summer Coffeematic Promotion 


Landers, Frary & Clark has 
launched a summer “Coffiesta” pro- 
motion for its new “Universal” Cof- 
feematics. 

Highlight of the promotion is a 
“Sunbrella Set” consisting of a 
wrought iron table and a blue-and- 
white umbrella, shown in the photo, 
fair traded at $21.95, which is given 
to consumers for $9.95 when they 
purchase any model Coffeematic. 

A certificate is packed with every 
Coffeematic during the summer; con- 
sumers send the certificate with a 
check for $9.95 and the Sunbrella Set 
is sent direct postpaid. 

Dealers will be able to obtain one 
of the colorful Sunbrella Sets for dis- 
play without charge; it will come 
with a full color Look magazine dis- 
play card, 

The firm is also increasing its ad- 





vertising and promotion budgets for 
the summer to include four 
spreads in national magazines, as 
well as newspaper advertising in 34 
key markets. 


- color 


24-Page Centennial Booklet 
Traces Eterna Matic History 


A new 24-page Centennial booklet 
presenting Eterna’s 100-year history 
will be released to retailers this month, 
according to Charles A. Neher, mer- 
chandising director of Eterna Watch 
(Co. of America, Inc., 677 Fifth Ave., 
New York. 

The booklet, in four colors, is ex- 
tensively illustrated and provides 
full-seale information on the birth, 
growth and development of Eterna 
against the background of world 
history. 

The booklet develops the history of 
Swiss watchmaking, with special em- 
phasis on the Grenchen industry and 


its world expansion. It also treats 
the technical developments leading 
up to the invention of the Eterna 


Matic, the first automatic watch with 
a ballbearing-mounted winder. 


Guarantee Certificates Offered 
With ‘Duet Custom Set’ Rings 


Kushner & Pines, Inc., 15 W. 47th 
St., New York, is currently providing 
its “Duet Custom Set” dealers with 
Guarantee and Service Certificates 
which are offered free of charge to 
purchasers of its rings. 

The Guarantee Certificates, shown 
in the photo protect the owner of the 
ring against loss or breakage of the 
center stone and contain service 
coupons entitling the buyer to aix 


eC 
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free inspections and cleanings over 
a 2-year period. 

A series of postcard reminders are 
included with the certificates so the 
dealer can notify purchasers of their 


free inspection dates. 


improved Oxygen-Gas Torch 
introduced by Hoke, Inc. 


Hoke, Inc., 261 S. Dean St., Engle- 
wood, N. J., is currently introducing 
a new oxygen-gas torch, the “Hoke- 
Jewel” No. 71 NAT, said to overcome 
the disadvantages in natural gas and 
other slow burning gases. The toreh 
is designed for jewelers, glass 
blowers, laboratory technicians and 
other skilled craftemen who require 
a steady, sharp, small, hot flame for 
their detail soldering and glass work. 

Manufacturers who operate in areas 
supplied with natural gas have found 
that they can increase production as 
much as 20 per cent by using the new 
Hoke-Jewel, says the firm, 


Gemex ‘Colormate’ Watchbands 
Featured on Two NBC-TV Shows 


The new Gemex ‘‘Colormate’ 
fashion-accessory ladies’ leather 
watchbands were recently featured 
on two coast-to-coast NBC-TV shows. 

On Dave Garroway's “Today” show, 
the interchangeable bands appeared 
with a collection of summer frocks 
and gowns by fashion designer Ceil 
Lee Ann Meriwether, 
1955, provided 


Chapman. 
“Miss America” of 
the commentary. 

On Arlene Francis’ “Home” show, 
the new bands were featured in a 
shopping news segment and were 
suggested as gifte for Mother's Vay 
and other occasions. 
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Minnesota Mining Introduces 
improved New ‘Magic Bow’ Tyer 


An improved version of the 5-10 
“Magic Bow” Tyer, said to feature 
increased ribbon capacity, bette 
notching mechanism and easier oper- 
ation, i# currentiy being offered by 
Minnesota Mining and Manufactur- 
ing Co., Dept F6-154, St. Paul Minne- 
s0ta 

It is available through wholesalers 
for $39.95, including a roll of “Sa- 
sheen” ribbon, a polyethelene dust 
cover and a pair of ribbon shears. 


The machine operates basically the 
same as the original model; bow 
hanks are formed by turning a han- 
die which wraps ribbon around a pair 
of pre-set “arms.” The hank is re- 
moved and cut from the roll in a sin 
gie motion, slipped into a mechanism 
which notches it, then tied with a 
narrow strip of ribbon. Bow hanks 
can be produced at the rate of two-to- 
four a minute. 

The new tyer weighs 16 pounds and 
is 13% in. in heighth by 11% in. in 
width by 12 in. in depth. It accom- 
modates any size ribbon up to 1% 
in. wide. 


Sylvette Jewelry Inc. Offers 
Comprehensive New Catalog 


Sylvette Jewelry, Inc., 91 Canal St., 
New York, is currently offering deal- 
ers ita new catalog of 14K gold ear- 
rings, CAMeCOR, Crosses, medals and 
stars. The catalog, 16 pages in length, 
features life-size photograph repro- 
ductions of each item in the line. A 
price list is included. Jewelers may 
obtain the catalog by writing to the 
firm. 


Syroco Wins First Award In 
Business Paper Ad Competition 


Syracuse Ornamental Co., Syra- 
New York, manufacturer of 
“Syroco” decorative accessories, re- 
ceived first award for business paper 
advertising, merchandising classifica- 
tion, in the 1955 Associated Business 
Publications annual competition. 


cuse, 
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Amity Offers Men's & Ladies’ 
Multi-Purpose Billfoids 


Amity Leather Products Co., West 
Bend, Wisconsin, is currently offer- 
ing dealers two new multi-purpose 
articies: 

The first is the ladies’ “Catalina”’ 
Clutch bag, shown in the photo, which 
can be used as a purse or billfold. A 
full-length pouch pocket holds com- 
pact, lipstick, gloves, comb, ete., and 
the billfold section includes removable 
4-wing passe case and expandable coin 
pocket, Made of soft, crushed cow- 
hide in pink, blue or tan. With rhine- 
stones and silk-lined envelope-type 
pouch at $7.50; in pastel tones for 
$5.95. 

The second is the men’s “Trim” 
billfold, which features the conveni- 
ence of a free-swinging money-clip. 
It has 4-wing replace-a-pass for cards 


ar 


and photos and two spare key pockets. 
In saddle tan cowhide for $3.50, in 
brown pin morocco at $5 and in 
brown gallun calfskin at $7.50. 


Paper Mate Creates Foot-Long 
Replica of "Piggy Back’ Pen 


A foot-long replica of Paper Mate’s 
new Capri pen with “Piggy Back” re- 
fill, on which the firm is spending 
$1 million in eight weeks in an exten- 


sive advertising campaign, was re- 
cently created for the Arthur God- 
frey “Talent Scouts” show on the 
CBS-TV network. 

Photo shows Abe Imhoff, eastern 
regional sales manager for Paper 
Mate, presenting the king-size demon- 
strator pen to Godfrey, who launched 
the ad campaign on the Talent Scouts 
show. 


Lombardo TV Show ‘Pays Off’ 
Says Feature Ring President 


“The phenomenal! visual selling 
power of TV has paid off for the ‘Fea- 
ture Lock’ presentations on the Guy 
Lombardo ‘Diamond Jubilee’ show on 
the CBS network,” says Henry Peter- 
son, president of the Feature Ring 


Co., Inc., 130 W. 46th St., New York. 

“With an estimated 20 million view 
ers for each show, the sales stimula 
tion is strongly felt by jewelers al! 
over the country, who report that 
customers come in and ask for Fea 
ture Lock rings by name,” Peterson 
Says. 

A Feature Lock diamond ring set, 
valued at $1,000, is presented to all 
contest winners on the coast-to-coast 
show. Photo shows Mimi Benzel! of 
the Metropolitan Opera receiving a 
Feature Lock ring from Guy Lom 
bardo on the show. 


Louis Gratz Sons Announces 
Move to Larger Quarters 


Louis Gratz Sons, Inc., manufac- 
turer of watch cases, moved to new 
and larger quarters at 345 Hudson 
St.,. New York, on July 1, according 
to an announcement from the firm. 
The office and factory will be closed 
for vacation until Monday, July 16. 


2-Color National Magazine Ads 
Spearhead ‘Starfire’ Campaign 


Spearheaded by a full-scale na- 
tional advertising campaign, the new 
“Starfire” diamond ring line is mak- 
ing spectacular sales progress only a 
few months after its introduction, ac- 
cording to an announcement from 
A. H. Pond Co., Inc., Syracuse, New 
York. 

Starfire’s new fall advertising 
schedule, said to be the third largest 
campaign in the diamond ring field, 
includes two-color ads in Life, Look 
and Seventeen. Newspaper mats, dis- 
plays, special promotion sets, neon 
signs, booklets, movie and TV playlets 
are available as sales aids. 
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Coin Mounting Display Cards 
Offered By W. R. Cobb Co. 


W. R. Cobb Co., 101 Sabin St., 
Providence, is currently offering coin 
mounting counter display cards de- 
signed to enable dealers to cash in 





on the “growing popularity” of coins 
for charm bracelets, earrings, neck- 
laces and pocket pieces. 

Two assortments of mountings are 
available: 15A, in gold filled, shown 
in the photo, consists of 12 mountings 
in assorted sizes from the gold dollar 
to the $20 gold piece; 16A, in sterling 
silver, consists of 12 mountings in 
assorted sizes from 5¢ to $1. 


‘Free Toastmaster’ Contest 
Draws 400,000 Entries 


A total of 400,000 women entered 
the “free Toastmaster toaster” con- 
test in a recent promotion run by 
Downyflake Frozen Waffles, Log Cabin 
Syrup and Toastmaster Products di- 
vision, McGraw Electric Co., accord- 
ing to an announcement from Toast- 
master. 

To enter the contest, each con- 
testant filled out an entry blank with 
her own and her grocer’s name and 
address. Toastmaster toasters went 
to the 1,200 winners and to their 
1.200 grocers. The 400,000 entrants 
represented about four times the num- 
ber expected by Toastmaster. 


Dormeyer Reduces Prices Of 
Three Electrical Appliances 


Dormeyer Corp., Chicago, Ill., has 
reduced the list prices of three of its 
electrical appliances, according to an 
announcement from the firm. 

Traditional margins for the dis- 
tributor and dealer have been main- 
tained. 

The “Iron-Well,” model 12 steam 
and dry iron, has been reduced to 
$15.95; “The Dormey,” model 7500 
portable mixer, has been reduced to 
$17.95; “The Dormeyer Blender,” 
model 5902, has been reduced to 
$29.95. 


ror JULY, 1956 





Lindley Box Adds New Line Of 
‘Matched Color Packaging’ 


Lindley Box & Paper Co., Marion, 
Ind., is currently introducing a new 
line of gift-wrapping material, 
“Matched Color Packaging,” that is 
especially designed for specialty shops 
and jewelry stores. 

The new line includes boxes, bags 
and wrapping paper in solid color 
backgrounds with the store signature 
imprinted on each as a means of in- 
creasing store identification. Boxes 
are Lindley folding types, matching 
bags are general utility types in sev- 
eral sizes, and wrapping paper is 30- 
lb. Kraft stock in standard width 
rolis. A free illustrated color folder 
may be obtained by writing to the 
firm. 


Squire ‘Sales-Maker’ Display 
Holds 12 Men's Jewelry Sets 


Squire, Inc., Taunton, Mass., is cur- 
rently introducing the first of a series 
of “Sales-Maker” display units for 
men’s jewelry. 

Unit No. 508, shown in the photo, 





inciudes one dozen $5 sets on a 
wrought iron display. The boxes are 
hooked over bars to make shop-lifting 
virtually impossible. The unit, includ- 
ing the 12 sets and the display, sells 
to retailers for $30. 


Parker Pen Introduces New 
‘Bagatelle’ Purse-Gift Case 


Parker Pen Co., is currently intro- 
ducing a combination gift case and 
Paris-inspired evening purse, “The 
Bagatelle,” in brocade with bronze 
trim and clasp. 

The nev purse-package holds a spe- 
cial, smail-size ladies “51” pen and 
Liquid Lead pencil set and provides 
space for comb, lipstick, handkerchief, 
perfume, keys and money. Three pen 
and pencil sets are available, in gold 
filled or stainless trim, to retail for 
$19.50, $25 and $29.50, including the 
Bagatelle. 


New ‘Day-Date’ Band Turns 
Any Watch Into Calendar Mode! 


Date Watchband Co., Inc., Omaha, 
Nebraska, recently introduced a new 
“Day-Date” watchband that turns 
any watch into a calendar mode! 

The new watchband, shown in the 
photo, features two manually-oper- 
ated dials adjacent to the watch, at 








the ends of the band, The wearer sets 
the day and date by turning two smal! 
knobs. The numbering dial may also 
be used to keep golf scores or record 
the number of calls made by salesmen 

The Day-Date feature comes at 
tached to nationally-known bands 
when delivered to jewelers, and is 
available in more than 30 atyles of 
leather, stainless and gold filled. It 
is fully guaranteed by the manufac 
turer. Free counter and window dis 
plays and dealer ad mats are avai! 
able from the firm. 


H. & R. introduces Line Of 
Personalized Men's Jewelry 


H. & R. Jewelry Co., 424 8. Broad. 
way, Los Angeles, is currently intro- 
ducing a complete new line of “His 
Royal Highness” personalized men's 
jewelry in 14K gold and sterling. 


The new line, shown in the photo, 





tacks, belt 
buckles, initial rings, calendar charms 


includes cuff links, tie 


and keys, key chains and mono- 


grammed pins. 
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Anson, inc. Offers New Series 
Of "Sports Car’ Tie Clips 


Anson, Ine., is currently offering a 
new series of tie clips featuring mini- 
ature replicas of sporte cars from 
Europe and America, They retail at 


Unit 88/56 consists of a dozen of 
the new “Sports Car” tie clips, two 
each of six designs. A free three- 
color counter display, shown in the 
photo, which holds six clips, is given 
with the assortment. 

The car ornament appears in silver 
oxidized finish against a rhodium-fin- 
ished bar. 


Bulova Begins Sponsorship Of 
Herb Shriner's CBS-TV Show 


The Bulova Watch Co.’s premiere 
sponsorship of Herb Shriner's “Two 
for the Money” TV show recently 
took place in CBS Studio 62 in New 
York, 

Prior to this show, Bulova had 
made only one previous appearance 
as the sponsor of a network TV show. 
The Herb Shriner show will be spon- 
sored on alternate weeks by Bulova. 

Contestants on the show were pre- 
sented with the new Bulova “Presi- 
dent” and “Dolly Madison” wrist 
watches. 


Following the opening show, 
Shriner was invited to the Bulova 
plant in Jackson Heights, New York, 
to see the watches actually being pro- 
duced. Photo shows John H. Ballard, 
president of the firm, presenting 
Shriner with a new Bulova “23.” 
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Feature Ring Co. Launches 
‘Queen of Diamonds’ Contest 


A nationwide “Queen of Diamonds” 
contest, designed to stimulate store 
traffic and diamond sales, was re- 
cently launched by Feature Ring Co., 
Inc., 130 W. 46th St., New York. 

First step in the new contest took 
place in New York when a field of 
40 top models was cut to three fi- 
nalists for the “Queen of Diamonds” 
title by TV star Polly Bergen, Nick 
Kenny of the Daily Mirror and Frank 
Farrell of the World Telegram-Sun, 
who served as judges. 

From September 15 through Octo- 
her 31, consumers throughout the 
country will be given an opportunity 
to east ballots for their choice of 
“Queen of Diamonds for 1957.” Entry 
forme and ballots will be available 
only at authorized “Feature Lock” 
jewelers. 

The model selected as “Queen” will 
be given a Hollywood screen test and 
will appear on several top-rated TV 
shows. She will also be featured in 
“Feature Lock” advertising and at 
trade shows throughout the year. 

To support the contest, Feature has 
introduced a new package of eight 
new diamond ring sets — retailing 
from $100 to $350-—-to be known as 
the “Queen of Diamonds” series. 

Feature is also backing the contest 
with comprehensive advertising on 
TV and radio, and in such national 
magazines as Look, Modern Screen, 
True Confessions, Movie Stars Pa- 
rade, Movie Life, TV Star Parade and 
Intimate Romancea. 

As an inducement to voting, the 
firm is offering consumers a number 
of cash and diamond ring prizes, in- 
cluding a top prize of $1000 in cash 
plus a $1000 set of “Feature Lock” 
diamond rings. Retail jewelers are 
also given the opportunity of winning 
cash prizes in amounts up to $500 for 
supporting the contest promotion. 

Selling aids include entry forms and 
ballots, fact sheets, gift bonds, ad 
mats, counter cards, folders, promo- 
tion ideas, and TV and radio sugges- 
ions, 

Retailers interested in the contest 
may obtain further information from 
“Peature Lock” wholesalers or by 
writing directly to the firm. 


Six-Pack ‘Citation’ Displays 
Offered by Craftsman Billfolds 


I. Smallman and Sons, 47 W. 34th 
St.. New York, manufacturer of 
“Craftsman” billfolds, is currently of- 
fering its newest “Citation” styles in 
half-dozen, ready-to-sell display packs. 

The new assortments, available in 
both men’s and women’s styles, fea- 
ture new tabs, new passcases, new 
color treatments, luxury leathers and 
completely stitchless construction. As 
$5 retailers, the Citation assortments 
are individually boxed. 


Omega To Time Olympics With 
$500,000 Worth of Equipment 


Omega, which has been appointed 
official watch of the Olympic Games 
for the fifth successive time, will use 
more than 400 pieces of timing appa- 
ratus valued at more than $500,000 in 
timing the 1956 Olympics in Mel- 
bourne, Australia, according to an 
announcement from the firm. 


A crew of 10 trained technicians 
from Omega will install the precision- 
timing equipment and instruct the 
timekeepers of the Olympics in their 
proper use. 

Photo shows one of the timing de- 
vices, the Omega Time Recorder, 
which will be used at the Olympics; 
it incorporates a quartz clock and a 
printing mechanism to register times, 
accurate to 1/100th second, on a paper 
tape. 


Lunt Silversmiths Runs Novel 
Two-Page Ad in June Vogue 


Lunt Silversmiths, 298 Federal St., 
Greenfield, Mass., ran a two-page 
bleed advertisement featuring its new 
“Contrast” sterling pattern in the 
June issue of Vogue magazine. 

The ad, shown in the photo, dis- 
played only four pieces of the new 
flatware, which features ebony black 
nylon handles. Headline of the novel 
ad read: “The table in fashion—in 


BLACK and WHITE.” 


Ra FY 
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Background of the ad, purposely 
kept a trifle out of focus to set off the 
four display pieces, was a man in 
dinner clothes seated at a dinner table 
that is topped with black slate. 
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News of Personnel 





James C. Tighe, sales manager, Lux 
Clock Manufacturing Co., has an- 
nounced the appointment of Gordon 
Steeples as district representative in 
New York City. Steeples, who served 
as Lux southeastern district manager 
for the past nine years, was formerly 
associated with the Naval Depart- 
ment Waterbury Tool Co., and with 
General Motors Corp. 








GORDON STEEPLES 
Lux Clock 


WILLIAM BAKER 


New Maven f lou . 


Seymour J. Ziff, president of New 
Haven Clock & Watch Co., New 
Haven, Conn., has announced the ap- 
pointment of William J. H. Baker as 
eastern sales manager of the firm’s 
Consumer division. Baker, former 
New York sales manager of Lux 
Clock Manufacturing Co., will have 
headquarters at both the New Haven 
plant and in the firm’s New York 
office in the Empire State building. 


C. J. Bates & Son, Chester, Conn.. 
manufacturer of manicure sets and 
knitting aids, has announced three 
changes in its sales staff: 

Rex Finney has been promoted to 
the position of sales supervisor, cover- 
ing the Atlantic Coast states. 

Jesse Cook has been transferred 
from the New Jersey area to the 
Connecticut-Rhode Island territory. 

Edward Mulligan wil] now cover 
the New Jersey area and several 
‘ounties in eastern Pennsylvania. 


Paul F. Leopold, sales manager, 
Distributor division, Crescent Indus- 
tries, Inc., Chicago, has announced 
the appointment of Henry L. Stewart 
as mid-Atlantic regional sales man- 
ager. Stewart will handle sales of 
hi-fi phonographs, tape recorders and 
record changers in eastern Pennsy]- 
vania, southern New Jersey, Mary- 
land, Delaware, Virginia and the 
District of Columbia. He will make 
his headquarters at 627 Sussex Road, 
Wynnewood, Pa. 
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Volupte, Inc., 393 Fifth Ave., New 
York, manufacturer of costume jew- 
elry and compacts, has announced the 
appointments of three sales repre- 
sentatives: 

Leonard Caplin will cover metro- 
politan New York and New England. 

Mort Spitalny will cover Philadel- 
phia, Baltimore, Washington and 
Pittsburgh. 

Monroe Spitalny will cover major 
cities in New York state and New En- 
gland, in addition to his other duties. 


Max D. Roseman, president of 
H. & R. Jewelry Co., 424 8S. Broad- 
way, Los Angeles, has announced the 
appointments of two sales represen- 
tatives: 

Don Burns will cover the south- 
western and southeastern states. 

Stanley Dry will cover Chicago and 
the mid-west area. 


J. Harold Kushner, president of 
Kushner & Pines, Inc., 15 W. 47th St., 
New York, announces the appoint- 
ment of Mory Levin as sales repre- 
sentative in the southwest territory. 
He will handle the complete ring 
mounting line. 





TOBERT STONE 


blelen Bret? 


MORY LEVIN 


Kushner & Pine: 


Helen Brett, director of Helen Brett 
Trade Shows, Inc., has announced the 
appointment of Tobert “Bob” Stone 
as southern representative. Stone, 
widely known in the trade as a greet- 
ing card representative, and publisher 
of “Gator Greetings,” will concentrate 
on contact work with manufacturers, 
representatives and retailers for the 
Brett shows in the South. 


Robert Bollier, general sales man- 
ager of Borel Watch Co., 1002 Wal- 
nut, Kansas City, Missouri, announces 
the appointment of Nick Saad as 
sales representative for Ernest Borel 
Watches in Alabama, Georgia and 
portions of Mississippi and Tennessee. 
Saad, who operates a retail store in 





Dothan, Alabama, travelled the same 
territory from 1946 to 1951; his wife 
and sister will direct operations of the 
store during his absences. 





NICK SAAD 


Ernest Bore/ 


J. E. Hugo, sales manager for 
portable appliances, Westinghouse, 
has announced the addition of 11 new 
district managers to the portable ap- 
pliance field sales force: 

G. A. Goettache, who will serve in 
the Philadelphia area, was formerly 
with L. G. LeTourneau, Inc., Interna- 
tional Braii Corp., and Ventoura 
Corp. 

V. A. Sayre, who will serve in the 
Pittsburgh area, was formerly with 
Hamburg Bros. in Pittsburgh. 

Cc. J. St. George, who will serve in 
Detroit, was formerly with Nesco, 
Inc., Remington Rand, and Brown and 
Bigelow. 

Harold W. Fisher, who will serve 
in Omaha, Nebraska, was formerly 
with the Brearley Co., Rockford, Il. 
and the Electro-Motive Corp. 

R. M. Lewis, who will serve in Chi- 
rago, was formerly a salesman for 
Westinghouse Electric Supply Co. 

Vv. J. Tumbarello, who will serve in 
Chicago, was formerly with Scott 
Foods, Inc., Lima Electric Motors and 
the Chrysler Corp. 

R. R. Kruse, who will serve in 
Kansas City, was formerly with the 
Chrysler Corp. and Hudson Motors. 

R. H. Rufener, who will serve in 
Salt Lake City, was formerly with the 
Western Supply Co., Bradshaw Auto 
Parts and the Union Pacific Railroad. 

G. E. Thompson, who will serve in 
the Los Angeles area, was formerly 
with the Thor Corp., Fedders Quigan 
in Buffalo and Westinghouse Electric 
Supply Co. 

R. G. Marshall, who will serve in 
the Long Beach area, was formerly 
with the Gruen Watch Co., Jacques 
Kreisler Manufacturing Co., Sunbeam 
Corp., and Elgin American Co, 

FE. H. Ringold, who will serve in 
Atlanta area, was formerly with the 
Perfection Stove Co., Georgia Appli- 
ance Co. and the Schiffer Distributing 
Co. 
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COMBINATION jeweler and setter with 

administrative experience, seeks diversi- 

fied position in retail store with cue- 

tomer contact: 10 years experience 

wholesale and retail: creative designing 
Address “18%,'' care of JC-K 


RATES AND REGULATIONS JEWELEY repairman and diamond set- 


ter, over thirty years’ experience; seeks 
P position in first-class retail store; can 
Cash in Advance give best of references; presently em- 


ployed, but desires change. Address “N., 
“SITUATION WANTED” —-Regular type $2.00 first 25 words; addi- eee 
tional words, 10 cents per word. Heavy type $7.00; addi- | BOOKKEEPER and typist unexcelled in 
tienal words 25 cents per word. ee yd ge tig yy tt 
with prominent Fifth Avenue wholesale 


“HELP WANTED’ —"LINES WANTED” —and “SIDE LINES” —Regular type $4.00 Jeweler for 16 years. Address “T., 21 
firet 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per | SAL SOMAN : jewelry Gleniay boxes, every 


type; covering wholesalers, importers, 
word, manufacturers, chain stores; New York 
Mtate, New England, New Jersey, Phila- 


ALL OTHER HEADINGS —Regular type $8.00 first 25 words; addi- delphia, Baltimore, Washington Address 
tional words 25 cents per word. Heavy type $12.00 first 25 7 


words; additional words 30 cents per word. WATCHMAKER:; first class shop man 
desires position in Florida, preferably 
© Name, Address, initials and Abbrevia- © Advertising matter addressed to classi- Miam! or West Palm Beach area; com- 
ed advert ill not be delivered. plicate 4 watches; fast, accurate, 25 
aay isers will n yearn experience Address “(., 2176,” 

® Classified ad form closes 10th of the eare of JC-K 

© If anewers are to be forwarded, 20 cents month preceding date of issue. a 

extra to cover postage must be enclosed. ad A box number when used in ad counts MANAGER, salesman, buyer, expeditor ; 
ne five were. that is, “Address #13, fully experienced every attribute suc- 
f J CK | cessful retail credit operation ; minimum 
care 0 salary $12,000; age 50; top reference 
bondable Address “S., 2160." care of 


JC-K 


tions count as words. 


® No Agency Commission. 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 
Circular-Keystone, unless otherwise instructed, In answering ads, do not enclose 


original letters of recommendations. DIAMOND assorter and appraiser; ex- 
perienced in mounting rings, fill orders; 
number of years with large ring manu- 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & S6TH STS., PHILADELPHIA 39, PA. cere saan P1064” care a 
JC-K 
a 


; WANTED: better compact diamond ring 
READY for action; creative diamond line; New York, New Jersey, Connecti- 
saiesman: highest calibre; middle age; eut, Pennsylvania, Ohio, Indiana, Iili- 


- . . 
Situations W anted avaliable heavy traffic time payment nois, Michigan draw against commis- 


store; intensified experience all depart- sion plus expense, reference Address 
= . ane ments, Address “S., 2130," care of JC-K. “Ss 2167," care of JC-K 





DIAMOND salesman: experienced young ) 
riath wearer ke m position with loose foods S('PMRIOR compact diamond ring line | MANAGER. wholesale jeweler or watch 
norm references furnished, Address wanted ; national acquaintanceship rated and clock importer; thoroughly experi- 

H PRO care of JO-K wholesalers, chain stores; expense plus enced purchasing, sales, credits, corres 
draw vse. commission: first class refer- pondence, sample lines. supervise watch 
ence Address “Ss . 2119." care of JC-K., production and office ataff Addresa “FF 


BETTE: epecialiat « diamonds, stones Raae oe : = 
. m diamonds, ’ ; 2168," care of JC-K 


haif pearis; have 12 years’ experience 

(‘hicago preferred. Address K,. Osmian- MANAGER salesman, twenty years’ ex- | 

aky, 6561 Waverly, Montreal, Quebec perience, executive ability, exceptional SALESMAN with managerial and com- 

shiesman, familiar all phases of jewelry | : , = ' ‘1 fi & , . 

awise bs 7 os ithe idl business, desires to relocate. Address | plete retal ereait jewelry exper 
. me watenmaker, ,» experienced, “J, 2177.” care of JC-K. | ence desires permanent position 

spenks ¥ nelieah, F re neh and German . 

can take oe harge of repair department : with a future and earnings based on 

Address “M., 2156." eare of JC-K PRODUCTION manager many years’ ex- incentive arrangement; prefer Flor- 

, porseyes all aspects manufacturing: ida or California. Address “K.. 
ridal sets, fancies, die struck and cast; | 2174,” care of JC-K 

. ’ 


, /" y : ; mae - 
JEWELRY salesman; experienced, cash, resume full details on request. Address 
oredit; upper Manhattan or Weastchees- “S., 193," care of JC-K. 


ter good watchmaker Address 
2164, care of JC-K | BALEBMAN, Seattle resident, desires 
DIAMOND expert, mounted and loose, | established known line for the North- 
EXECUTIVE : with firet class references, currently weet: top references with finest watch 
ee Be . experienced all phases connected with one of the leading ring | and jewelry lines; excellent producer: a 
watch industry desires position with houses in New York City, wants to man that any top company would be 
reputable firm, Address “V., 195," care change. Address “S., 194," care of JC-K proud to have represent them. Address 
of JOCK ‘B., 2142," care of JC-K 


Ss 4 os) ‘ : rf , 7 ve ae Tie 

DISTINGUISHED saleeman seeks better _~ pose an OE Ne Bp I tp htrn . SALESMAN with 13 years’ retail jewelry 

platinum diamond line: virtually nation line will travel New York, New En- experience ; desire location tn New Jer- 

wide folowing ; reference, Address “s., giand, Pennsylvania. Address “V., 21838,’ sey; conscientious, adept, loyal, trust- 

ai78,” care of JC-K care of JC-K worthy and presentable; 32 years old 
knowledge of watchmaking familiar 
WATCHMAKER 19 with all phases of the je were line. Ad- 
/ Mm = » yours experience ; am ‘Re 291290." «4 

inest references : 40 yeare old Conauhed WANTED in New Ham pehire or Gress S $0, are of JC-K 

go anywhere salary or commilesion: Maine, position ae manager wateh- | 


former employer gone out of business eare’ ec ane oe 
Address “B., 1822,” care of JC-K maker; 40 yea xperience; ha 





WANT to live in Salem, Oregon: am not 

close now: fifteen years successful jew- 

my own shop for past 9 years; best eler, engraver, diamond setter, special 

of references. Address “L., 2186,” | order and light manutacturer to work 

RAMPERIENCED material and ewelr . in jewelry repair department o ne 

man, desires position with woe dd eare of JC-K retail store. Address “L., 2124,” care 
wholeekie house with «a future: can fur- see . of JC-hK 

nish references ddresas “DD 23137." 
care ot JC-K — Me, Serr NEED horsepower; 12 years’ creative item 

| . CERTIFIED gemologiat, collewe graduate, 

selling jewelers in New England for — experienced American and European 

WATCHMAKER, who does fine work, | major fountain pen manufacturer ; | gem markets, evaluations, grading. de- 

seeks position where fine workmanship | earnings $11,000; college, married; | sires responsible buying, merchandising 


ie required : over 25 years of experience . “2 * or sales representatives position: excel- 
eu elie nt referer P Address ae 2136,” ) age 38. Address 5... 189, care of lent reference es re loc ate Address oy 
-K 


care of ICK Jc-K. 2126." care of IC 
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WHAT is the retailing job you wish done 


G 


8) 


Should it demand producer 
with exceptional administrative back- 
ground, experienced every phase and 
type retail jewelry operation, | am your 
man. Charies Hynes, 457 South Bonnie 
Brae, Los Angeles. DUnkirk 7-0065 


top sales 


RADUATE of Chicago School of Watch- 
making desires position in Minnesota, 
South Dakota or Nebraska; five years’ 
experience in sales, watch repair, jew- 


elry and engraving. Write Joey Liver- 
more, 214 First Street, N. W., Water- 
town, South Dakota 

IAMOND expert, experienced in setting 


up systems of assorted goods in single, 
full and fancy cut diamonds, seeks posi- 
tion with organization that can use a 
man who can take charge of diamond 
department, help buy, pick for mount- 
ings, fill orders excellent references 
Address “S., 197." care of JC-K 


IF you want one of the best all around 


K 


r , 


men in the jewelry business and 
have a permanent job for a family 
man who is A-l watchmaker, can 
sell, merchandise, trim windows, 
knows credits, twenty years’ experi- 
ence in all phases, who doesn’t want 
a high wage buat living wage with 
permanence, write or call N. L. 
Woodburn, DeLand, Florida. 


ING girl, 


production, buyer, sales- 
woman; experienced in production of 
wedding rings and ladies’ ring mount- 
ings, buying of ladies solitaire and 
wedding ring mountings, merchandising, 
all facets of rings, engraving, setting, 
etc.; all office routine, salesmanship; 
can handle order from inception to fin- 
ished product. Address “191,” care of 
JC-K 
REDDIT jewelry executive, exceptional 


general manager ; 
advertising, sales 
window die- 

excellent 
envi- 


record, 
successful 


supervisor, 
knowledge 
promotion, merchandising 
plays, training personnel 
background; presently employed; 


able record of increasing diamond vol- 
ume seeks challenging opportunity 
energetic, active, inepiring prefers 


splendid 
care of Jt 


chain 
Address fF... 


operation : 


references 
2150,” : i 


WATCHMAKER 12 years experience 
operating successful repair and jewelry 
store in sourthern New York state for 
the last eight years: will give up buel- 
ness for any good paying position near 
any of the lakes in New York state 
have complete equipment including 
Watchmaster 32 years old, married; 
have lost 3 days for illness in the last 


MANAGER, retail credit, 38 years 


10 years; Address 


excellent references 
"“M.. 21756,” 


care of JC-K 


married, excellent heaith, 19 years’ in- 
tensive experience in all phases retail 
credit operation, collections, store man- 
agement, merchandising, personnel, et 
presentiy employed same job § years aa 
manager with progr: prominent 
eastern chain wanting to relocate in 
Los Angeles area; will be tn Los An- 
geles week of July %th will welcome 
interviews. Address “K., 2169," care of 
JC-K 


‘sive 








cc 


Lines Wanted 


SALESMAN now with top rhinestone jew- 


<< 
— 


years wants addi- 
side line for 
Ad.- 


elry store line for 16 
tional emall non-conflicting 
Michigan ; have 200 retail accounts 
dress “L.., 1966," care of JC-K 


"ESTERN factory representative 25 years 


in territory desires fine jewelry, genuine 
stones, gold or platinum or any prestige 
merchandise commission basis Ad- 
dress “L., 1949." care of JC-K 


SALESMAN with New York office, excel. 


lent following leading jobbers and whole- 
salere; New York City and eastern ter- 
ritory open for quality manufacturer's 
line. Address “192,” care of JC-K 


ror JULY, 1956 








SALESMAN 20 years calling oa the 


retail jewelers of the fastest grow- 
ing territory in the nation, Califor- 
nia; wants top grade costume, gold 
filled and gold jewelry lines. Ad- 
dress, Archie Macdonald, 1430 8th 


Ave., San Francisco 22. California. 


SELIL a well established, fine sterling 
hollowware line to the better stores in 
the east and midwest: wanted an estalh- 


blished companion line dealing with the 


same trade: age 31, college graduate 
Reply Box A, 117 8. 138th &8t.. Phila 
Penna. 

OUTSTANDING manufacturers’ rep- 
resentative with finest following 
amongst wholesalers retail chain 
operations through entire middle 


west and south, is secking top flight 
line for volume busines; please state 
full particulars. Address, Circular 
#327, Room 1420 Heyworth Bldg.. 
Chicago 2, Ill. 


SALESMANAGER attention; your op- 


4. 


portunity to avail yourself of sales- 
man of 10 years’ proven ability 
calling upon retail jewelry trade in 
California, Arizona, and New Mex- 
ico; experienced in loose diamonds 
and mounted goods; am licensed 
pilot flying territory; only top line 
considered, Address, “D.. 2125,” 
care of JC-K. 


ALES representative: well established tn 
middlewest territory, now available for 
a reputable, etrong manufacturer open 


Agere seive 
and is a 


representa. 
hard 


high 
who can 


for a 


tive 


type 
produce 


worker accustomed to ton earnings 
have a large personal following with 
department stores leweile! catalogue 
houses jobbers mail order houses 
travel territory extensivels have Chi 
cago office Address “L., 2186 care 
of JC-K 





Side Lines 


SALESMEN wanted by manufacturer 


SALESMAN to carry line 


SALESMEN wanted for 


of an extensive line of 14kt. gold 
dises; most territories open. Ad- 


dress “R., 2180,” eare of JC-K. 


of aterling sliver 
hollowware, baby goods, gift items in 
southern territory commisrion hbaetsa 
Address “L., 2149," care of JC-K 


established terri 


tory greater New York and surround 
ings, New Jersey, Connecticut. Address 
"(>., 2162." care of JC-K 


SALESMAN wanted to carry side tine of 
watches and. or, watch attachments: 
liberal commission; all replies held in 


SALESBSMEN wanted to 


SALESMAN with non-confileting lin 


strictest confidence. Address “Y., 2097,’ 
care of J(C-K 


represent quality 
line some terri- 
write to King Sliver 
the Richard Dimes 
tloston 27. Mase 


steriing hollowware 
still open 
- Stccers.ore to 
{".. 72 K St... Se 


ter len 
c 


« and 
jobber following to carry line of men’s 
popular priced tink and tle bar sets: re- 
piy giving full details Address “T., 
21656." eare of IC-K 


SALESMEN, 


SALESMAN 


EAPERIENCED 


SALESMAN with a 


SALESMAN with retall 


SALESMEN for 


SALESMEN 


SALESMEN 


SALESMAN wanted; 


EXCELLENT 


better jewel. 
ers, gift, department stores, for fine line 


with followimge 
confidence 


cociume jewelry : — in 
Address 


stating territory, references 
“J.. 2181." eare of JC-R. 


ase side line 
a popu- 
diamond 
bands; 
Addreas 


wanted to carry 
middie weet and south 

line of pilatinum, 
ring mountings aed wedding 
drawing against commission 
“©. 2090." care of JC-R 


through 
lar priced 


salesman wanted on 
Pacific const and aleo to travel on the 
west coast to carry platinum and gold 
ladies” watch ind attachments 


CASES 


mounted and unmounted. Address, "19% 
eare of JC-K 
SALESMEN with following emong jew- 


elry, gift and department stores to eaell, 
as a side line, a highly styled and popu- 
lar-priced line of braes costume jeweiry 

several territories open 15% commis 
sion. Address “l’., 2168," care of JtU’-K 


non-conflicting line 
to represent a manufacturer of wedding 


rings, mountings, stone rings, etc. | com 
mission basis state territory and ex 
perience in firet letter Address “S., 


2143," care of JC-K 


estore following t 
carry non-conflicting wide line of popu 
lar nationally advertised diamond rings 
and wedding rings; write advising pres 
ent lines, territory covered, references 
Address Circular wiz, Htoom L420 
lieyworth Bidge., Chicago, Illinois 


several territories on nA 
known line of optical gooda tu 
iobbers and department stores commis 
sion: excellent permanent full time pos 
sibilities for aggressive men Southert 
l’reciaion inatrument C’o ‘a6 OW le 
sephine, San Antonio, Texas 


tionally 


with following to jobbers 
wholesalers one for midweaet and 
for Pacifie comat to represent manu 


and 
corie 


facturer of one of the finest lines of 
gold ring mountings, bridal and lock 
sete, fancy rings semi-mounted if de 
sired. Address “H.. 2183." care of J(-K 


with retail following to 
handle complete religious jewelry 
line at competitive prices; many ac- 
tive accounts; 1244% commission: 


territories open, Chicago area, 
Pennsylvania, Texas, New York 
State, west coast and mid west. Ad- 


dress “L., 2092,” care of JC-K. 


Denver to weet 
coast; excellent opportunity for ex- 
perienced man with following 
among better stores to carry manu- 
facturer’s outstanding line of 14K 
bracelets, chokers, pins, earrings, 
dises, charms, lockets and gents’ 
jewelry. Address “T., 2172,” care 


of Jt-K. 


REPRESENTATIVES wanted for middie 


west, south weet, and west coast, cai! 
ing on department stores and jobbers, to 
handle a sterling flatware line, imported, 


outstanding quatity, very attractive 
prices, to represent a Muropean manu 
facturer, commission basia; reply ais 
ing full details Address 2105 


care of JIC 


opportunity for sales- 
man with retail and department 
store following with non-conflicting 
line; will carry a compact, 10 half 
tray, line of fine quality, priced to 
sell, ladies’ and gents’ stone rings, 
eultured pearl rings, zireon rings 
and wedding rings; liberal commic- 
sion plus bonus; state experience, 
line now carried and territory cov- 
ered. Address “R., 2182.” care of 
Jc-K. 


(Continued on page 1f4) 
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Help Wanted 


WANTED: A-1 jeweler, who can repair 
and set stones, Address “Y., 1461,” care 
of J KK 


WANTED, two A-1l1 watchmakers; per- 
centage basis oniy. Address ““T., 1460,” 
care of J © 


EXPERIENCED diamond salesman 
wanted for middle weat write full de- 
tails, Address “A., 2125," care of JC-K 


BALEBAMAN for popular priced tine of 
eteriing silver baby goods for far west 
and mid weet territory Address “C., 
2161," care of JC-K 


JEWELER wanted: a combination 
man that can do special order and 
setting; $2.50 to $3.00 per hour 
plus moving expenses, Address, “M.., 
2141,” eare of JC-K. 


HOOKKEEPER, full charge, credit ex 
perience desirable and experience with 
wateh importer preferred, but not essen. 
tial liberal compensation to right 
party. Address “F’., 1986," care J C-K. 


RALESMAN for western estates by well 
established, nationally known manufac- 
turer of fine gold jeweiry, Write Peter 
lL, Hotter, 971% Banta Monica Bivd.,, 
Heverty Hilla, Calif 


MANAGER with top sales ability to take 
charge of fine jewelry store near Los 
Angeies and able to settie in vicinity: 
top ealary permanent; confidential, Ad- 
dress "“D., 2131," care of JC-K. 


WANTED A-l combination jeweler and 
engraver for air conditioned trade shop: 
saiary commenaurate with ability: estate 
age and experience ’. OF; Box 462, 
Augusta, Ga 


WATCHMAKER;: $125 per week guara- 
teed salary muet be fine crafteman, 
very unusual position, fine store. Apply 
(Colony Jewelers. BORG Monroe Bt., 
Toledo, Ohlo 


HAVE, opening for an experienced retail! 
credit jewelry livewitre with good op- 
portunity of part ownership if qualifica- 
tiona merit Address “Gi., 2189," care 


of JOCK 


SALESMAN; New England territory 
available for Admark Searab 
Jewelry, dise jewelry, etec.; estab- 
lished accounts; drawing. Admark, 
zoe Sansom Street, Philadelphia 6, 

a. 


DIAMOND or jewelry wholesalers to 
earry loose diamonds on memo 
from Diamond cutter and manu- 
facturer; “4% kt. and up; highest 
ratings or references required, Ad- 
dress, “F.. 2152.” eare of JC-K. 


WATCHMAKER, experienced five day 
week ideal working econditions in 
Northern Ohio city, permanent job 
state age, experience, ealary expected, 
in firet letter Address “ht... 2165." care 
of J CK 
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LARGE nationally known loose diamond 
house seeking two salesmen. one for 
New York and adjacent territory, other 
south and westcoast: give details firet 
letter; information treated confidenti- 
aily. Address “F., 217%," care of JC-K. 


WANTED; jewelry salesman, experienced 
only, to travel with antique and Vic- 
torian jewelry ; must have excellent ref- 
erences ; commission only: write giving 
full personal particulars. Address “B., 
2161,” eare of JC-K. 


BALESBMAN for fine retail jewelry firm 
excellent opportunity for experienced 
saiesman:; five day week; fvil benefits: 
estate detalis; confidential teply Lux, 
ond & Green, 70 Pratt 8t., Hartford, 
(Conn 


JEWELER able to do stone setting good 
job and pleasant place to work; give 
full information in first letter as to age, 
experience, married or single and where 
in the past employed. Address “S., 
2146," care of JC-K 


~ en ~~ 


ADMARK line of scarab jewelry, dises 
jewelry, money clips, ete., available 
for New York City, Pennsylvania, 
New Jersey, Maryland, Delaware and 
District of Columbia established ac- 
counts’ drawing. Admark, 714 San- 
som St., Philadelphia 6, Penna. 

UNTERMEYER ROBBINS & COM- 
PANY, 136 West 52nd Street, have 
an opening over the eastern terri- 
tory, including New York State and 
Virginia for a proven representative 
for the American Beauty line of dia- 
mond and stone set rings. 


SALESMAN with retail following in the 
better stores to sell top line of eold, 
silver and gold filled jewelry consisting 
of charms, bracelets, earrings, brooches, 
ete desirable territories availabie: all 
communications confidential Address 
"“( 2063." care of J C-K. 


“WRLER with about twenty years’ ex- 
perience and possessing knowledge of 
producing new ideas in mounting, ston: 
rings and emblems; very fine opportu- 
nity for a man with ability: when an- 
sewering write in detail. Address “S., 
2145." care of JC-K 


ARE you semi retired? but want to sup- 
plement your present income; we can 
offer you interesting work representing 
fine line nationally advertised sterling 
flatware and hollowware territory, no 
larger than drive from home daily; 10@ 
commission: in business 75 years. Ad- 
dress “S., 2138," care of JC-K. 


MANAGERS and assistant managers 
wanted by top eredit jewelry chain 
must be thoroughly experienced itn all 
phases of operation and be a live wire 
excellent opportunity: good salary and 
bonus write in complete confidence ; 
state age and send recent photo. Ad.- 
dress “M., 2132,"' care of JC-K 


ASSISTANT manager, with ability to be 
advanced to full managerial statue in 
near future; top opportunity for right 
man in a growing organization with 
headquarters in Elmira, 250 miles from 
New York City, 1 hour by plane: write 
fully in confidence to EF reed. Alpert's 
Jewelers, Elmira, N 


~ 


$8,000 to $10,000 annually is waiting 
here for a man who is thoroughly 
qualified to manage large volume 
store in northern New York State 
and assist in the operation of four 
others; your knowledge of the 
credit jewelry busines must be com- 
plete; write in confidence to Box 
“A... 1948,” care of JC-K. 











WANTED; salesman now calling on re- 
tall stores in California and surround. 
ing territory to represent the highest 
grade line of marcasite jewelry in this 
country consisting of religious goods 
and complete line of ladies’ and gents’ 
eweiry; for information, Brandt & 
.orsen, 700 Chestnut Street, Philadel- 
phia 6, Penna 


er —— - - 
_ — _ — oD 


WANTED; Ass’t credit manager; large 
New York manufacturer wants man, 
30-35, who has had eredit experi- 
ence in jewelry manufacturing or 
wholesale jewelry fields; should 
have some accounting background 
and should be sales-minded; an un- 
usual opportunity for the right 
man. Address “K., 1971,” care of 


JC-RK. 


WELL-known Swiss watch manufacturer 
with U.S. sales office in New York needs 
capabie experienced sales manager to 
organize and supervise national sales: 
only successful man with contacts in 
wholesale, department store and cata- 
logue-house trade need apply please 
write in detail stating salary require- 
ments, references Address “A., 2133,” 
care of JC-K., 


WATCHMAKERS and department man- 
agers openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country 
old established company seeking only 
men interested in permanent positions 
excellent working conditions; high pay 
state age, experience People’s Watch 
Repair Company, 120 Summit &t., 
Toiedo, Ohio 


YOUNG man thoroughly experienced in 
the handling of jewelry department or 
store engaged in atrictiy inataliment 
business must be excepticnal closer 
and promoter; good salary and profit 
participation for right man willing tu 
relocate western New York state area 
write age and full detalis of expericnecs 
strictly confidential. Address “*K., 2118,’ 
care of JC-K 


SALESMAN with strong following among 
department stores, jewelers, gift shops, 
to represent prominent manufacturer of 
silverplated and chrome hollowware, 
brass and copper giftware in Indiana, 
Michigan, Ohio and city of Chicago on 
commission basis: this is a major tine 
for an experienced man wlio can pro 
duce: submit full particulars. Address 
"“K.,, 2184," care of JC-K 


SALESMEN; nationally known diamond 
ring house adding to our saler organiza- 
tion ; have open territories New Fngiand 
states, south, and middle west; men 
with established retail jewelry store 
following need apply; $10,000 drawing 
account against commission; give de- 
talled antecedents in first letter; our 
men know of this ad; all information 
kept in strict confidence. Address “R., 
2127," care of JC-K 

WATCH SALESMEN experienced hav- 
ing called on fine jeweler with watch 
or kindred line; have superior qual- 
ity watch made in our own Swiss 
factory, distributed under unique 
plan aceepted with enthusiasm by 
clase jeweler; substantial drawing 
against liberal commission; oppor- 
tunity to grow with progressive ex- 
panding organization; replies con- 
fidential; our men aware of this ad. 


Address, “F., 115,” care of JC-K. 


SALESMAN for midweet territory or por- 
tion of said territory tor a well known 
line of sterling aliver baby goods: we 

seeking a man currentiy cailing on 
» jewelry and department stores both 
large and emall cities who can handle a 
top line of sterling silver baby iteme 
jlease furnish complete detalis as to 
ceekavround, experience and territory 
covered to the Wolfenden Division of 
Crown Silver, 48 Walker Street, New 
York, , 
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COSTUME jewelry salesman  ac- 
quainted with department, jewelry 
and specialty store buyers for Ohio, 
West Virginia, western Pennsylvania, 
and eastern Kentucky; guaran- 
ted for life, original designs, cos- 
tume line made by 35 year old, 
reliable manufacturer; 12% com- 
mission, protected territory; give 
full particulars first letter. Ralph 
Singer Co., 656 N. Western Avenue, 
Chicago 12, Illinois. 





IF’ you are looking for opportunity and a 
future, we have a eplendid one to offer; 
you can be 30 to 50 years of age, have 
a personable appearance, and selling «x- 
perience in a quality retail downtown 
store. This aggressive 76 year old firm 
is looking for new blood who are willing 
to earn their laurels: only salesmen who 
can take responsibility are assured a 
good steady incom with an opportu- 
nity for future management: apply in 
person or write all detaila to W. E 
Grush, V r.. Rusch & Sons Jewelers, 
1707 Main St., Dallas, Texas 


JEWELREY salesmen. retall following. sell 
patented Vari-jem «old rings ; 
only line where retailer himeelf can 
interchange and securely reset a variety 
of brightstones and onyx stones in a 
Vari-jem ring in 60 seconde : compact 
money making line, excellent commisr- 
sion: territories open: Michigan, north- 
ern Ohio, LIllinois, Texas, Louisiana, 
Pennsylvania and New Engiand ara; 
protected territories supply references 
and experience: confidential David 
Pfeffer €o., Inc., 106 Fulton New 
York, N. Y. 


ESTABLISHED manufacturer has an 
opening for a salesman to sell one 
of the finest high grade sterling 
silver filigree lines that is manu- 
factured; also gold filled and rhine- 
stone jewelry that is sold direct to 
the retailer and department stores; 
no objection to a non-conflicting 
line; all this merchandise comes 
beautifully boxed with a three time 
mark up and is in great demand 
and sold to the better jewelry 
stores; territories open, State of 
Michigan, Ohio, Illinois and several 
other states that we may give you 
if your sales record proves you are 
worthy of this line; all replies held 
in strict confidence. Address “B.., 


2171.” care of JC-K. 
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: For Sale 


Stores, Stocks and Businesses 
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WISH to sell my jewelry and watch re- 
pair shop; ill health the reason for zell- 
ing location isa George Jeweler, 147 
South Murphy, Sunnyvale, California 


JEWELRY store and gift shop: southern 


terkshire County, Massachusetts: well 
established in excellent location Ad. 
dress “G., 2170,” care of JC-K 

CAPE Cod: jewelry and watch repair 
business, good stock; modern fixtures, 


one man operation, inventory approxt- 
mately $9,000. Write Mra. Eastman, Box 
494, Dennieport, Maas 


FOR sale well established jewelry store: 
100% location, may be purchased with 
or without accounts receivable: terme 
to right party: midwest. Address “W., 
2121.” care of JC-K. 


FOR SALE Long Heach, California, 
jewelry store since 1921: modern beauti- 


ful fixtures; retiring from business; 
complete with inventory $25,000. Ad.- 
dress “L., 2169," care of JC-K. 


MANUPACTURING jewelry shop, elec- 
trically equipped and set of dies; 26 
years same iocation: wishes to retire: 
will sell reasonable. Address “M., 2157,” 
care of JC-K. 








A GOOD going chain of six jewelry stores 
of cash and credit; will sell all or part 
of them ; the reason for selling Il! health: 
ail are located in central Colorado area 
Address “W., 2166,” care of JC-K 


BUILDING, four stores, $12,500, formerly 
occupled 82 years by Hammonds Jewel- 
ry, 54 Seneca Street, Buffalo, New 
York; old fixtures included Address 
H. K. Hammond, 802 Elmwood Avenue 


JEWELRY store, excellent location; 
good repair business, in southern 
Pennsylvania; business approxi- 
mately $37,000 yearly; ideal for 
individual or chain. Address “B.. 
2062,” care of JC-K. 


NORTHERN New York modern credit 
jewelry store established 20 years, 
great potential with St. Lawrence sea- 
way; no inventory, excellent location 
and lease have good reason to ell 
Address “F., 1752," care JC-K 


JEWELREY store long ‘ stablished jewelry, 
opticai and repair business in Denver, 
(‘olorado, downtown, central location: 
smail inventory, lease reason, poo! 


health Address “A., 2153," care of 
JC-K., 


BEAUTIFUL curio, 
store; modern and up to date 
making place established 24 
land of sunshine: 
Write Spector's 
Albuquerque, N. M 


jewelry and novelty 
money 
years, 
il! heaith forces sale. 
1O7 Firet St., &8.W 


OPPORTUNITY; you can buy a com- 
plete jewelry store, without § aec- 
counts or merchandise; located in 
the heart of the downtown shopping 
section of Montgomery, Alabama; 
this location has been a jewelry 
store for 30 years; recently closed 
because of having another store in 
the town; if you are responsible to 
take over the lease, $450.00 a 
month, you can have the complete 
fixtures, Carrier air conditioner 
unit, $4,500.00 National Instalment 
Register, office equipment and every- 
thing for $3,000.00; first come, 
first to buy. Write or telephone 
Joseph Wank at Ross Jewelers, 78 
Dexter Ave., Montgomery, Alabama. 


PROGRESSIVE credit store in 
ing southern Ohio town: annual 
approximately 99,000; population 59,- 
000: excellent lease: modern front and 
fixtures: new air conditioner; want to 
retire: will arrange terms; principais 
only. Address “T., 2110,” care of JC-K. 


fast grow- 
volume 


JEWELRY store in fast growing southern 
California coast town of 22,000; fine 
lines in best downtown location good 
lease, finest climate, excellent opportu- 
nity; will sell for inventory: reduce 
stock to suit: excellent reason for seli- 
ing. Address “F’., 2179," care of JC-K, 


= 


‘ENTRAL Florida; credit jeweler, county 
seat, population 7,400; modern fixtures, 
clean stock, leading lines, low inventory 
at present, good lease, low rental, finest 
location, plenty of repairs; reason for 
selling, owner deceased; under 415,000 
Address “C., 2163," care of JC-K 
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For Sale 


Teels, Equipments 


— 


A $400 G. 8&8. erystal cabinet, 
high domes, regulare and 
price sacrificing at $250. 
new Ted Gieiniak, 4217 
Gary, Indiana 


including 
cylinders ; 
condition is 
Adama &t., 


ONE large jewelers washing machine 
L, & R, good condition: write for more 
details or make offer to Mr. Lechieitner, 
Otto Berng Company, Inc., 280 Lyell 
Avenue, Hochester, New York. 
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Business Opportunities 


—3 


~~ 
~~ — 


EVERY EFFORT ta made by The Jewel- 
ers’ Circular-Keystone to keep ita ad- 
vertiving columne clean Advertisers 
under Husiness Opportunities, ete., muat 
furnish trade references Announce- 
ments muet pase the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone, 


a 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1905; 
for details see our advertisement on 
page 35. 


ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland, Br, 4-7303, Chi- 
cago 26, Ill. 


JEWELRY — China — Objects Dart; 
Auction service. See page 104, 
Thomas J. Faussett, Howell, Mich. 


COLMES BROS.; buyers and liquidat- 
ors of jewelry stores; Max Colmes, 
18 Tremont St... 333, Boston &, 
Massachusetts. 


IF YOU wish to liquidate, retire or 
sell for spot cash, write, wire or 
phone Gordon Sales, Ine., 83-85 
Cornhill, Boston, Mass. Tel. Lafay- 
ette 3-8415. 


iF YOU have a business problem or 
need cash, let us solve it through a 
flat or auction sales; Colmes & 
Brill, 45 West 45th Street, New 
York City, auctioneers and apprais- 
ers; see our ad page 151. 


pays highest cash price 
jewelry stores or surplus 
ator get my offer before selling, t ie 
to your advantage bank and trade 
references. Write 54 Lispenard &t., New 
York. Telephone Canal 6-52334 


SAMUEL I8OW 
for complete 


lease jewelry department 
in our store: showcases, lighting, heat 
ing all furnished; the present value of 
stock is approximately $11,000, all set 
up ready to do businers: if interested 
write Enterprise Furniture Company, 
501 Felix St., St. Joseph, Missourt 


WILL rent or 


SAMUEL GANSBBERG will buy your sur 
plus or entire stock and fixtures of 
estates for cash: my direct outiet en 
ables me to pay you higher prices; bank 
and trade references of the higheat 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Hector 2-5925 


A JEWELEY manufacturer of many years 
in business desires a partner or willl sell 
outright; at present doing a fine huel- 
ness; it will require from $100,000 to 
$150,000: when anewertng estate in firet 
letter if financially able to meet the re- 
quirements, also state experience. Ad- 
dress “S.. 2144," care of JC- 


1 AM ready to pay you eash, dollar 
for dollar, for your stock, providin 
you have been an established aaa 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going or going-cut- 
of-business; not interested in any 
credit stores; I have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
31 W. 47th St. Suite 901, New 
York, N. Y. 


eae 


(Continued on page 1%) 
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BUSINESS OPPORTUNITIES—Cont, 
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DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
thie amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
9. N. Y. Telephone PL 74695; 
See page 109 for additional details. 


WILSON Sales System: sale manage- 
ment specialists since 1919; if you 
are thinking about a sale to raise 
eash, remodel or retire, ete., then 
you owe it to yourself and your cus- 
tomers to investigaie our methods 
and reputation; our quality services 
have been used and endorsed by 
over 1500 jewelers; we are recom- 
mended by the top manufacturers, 
wholesalers and representatives in 
the industry; write, wire or phone 
Longacre 5-7388, Empire State 
Bidg., 350 Fifth Avenue, New York 
1, New York, 


MR. JEWELER, how is business; do 
you need money; have you been 
thinking of a sale; reorganization 
sale, removal sale, going-out-of- 
business sale, expansion sale, new 
location sale, overstocked sale, new 
management sale, aniversary sale; 
I have years of experience as a 
store manager and cen supervisor; 
I handle all sales personally from 
start to finish; | can furnish you 
with all additional merchandise 
needed for a successful sale; my 
references are the best, my fees are 
the lowest, and your goal is as- 
sured; I go anywhere; no sale too 
large or emall, Harry I. Jacobs, 226 
S. W. Sth Avenue, Miami, Florida. 
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Wanted to Purchase 
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WANTED to purchase: an established 
jeweiry store in Central States, doing 
$50,000 or more; prefer cash store with 
little credit. Box 82, Cass Lake, Minn 


JEWELERY store by young jeweler with 
opportunity of working with present 
Well established man: have cash: Paci 
fic Northwest area preferred. Address 
“H., 2148,” care of JC-K 


WANTED to buy, 
store in Bouth Dakota, Minnesota or 
Nebraska ; cash. Write Joey Livermore, 
214 Firet Street, N.W., Watertown, 
Bouth Dakota 


established jewelry 


WANTED second hand jewelry show cases 
under twenty years old: must be in 
eastern Ohio, western New York state 
or Penneyivania area due to cost of 
transportation. Address "“M., 2134." cars 
of JC-K, 


WILL purchase for cash any estab- 
lished retail jewelry store; must be 
located in Illinois or Indiana, doing 
a volume of $75,000.00 or more; 
will not do business with any agents; 
interested owners only need apply. 


Address “H., 2187,” eare of JC-K. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman'’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


the Trade 
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QUALITY watch repairing is our spe- 
cialty; rated concerns find our ser- 
vice most satisfactory; we welcome 
your inquiries. Oscar Aron, 62 W. 
47th St.. New York, N. Y. 





BOSTON Mase 


, expert and guaranteed 
watch repairing 


Watchmaster tested 
prompt service, prices on request; mall 
orders invited David Migdai & Co., 
109-B Summer St., Tel. Hu 2-9547. 


PRECISION watch repairing: year guar- 
antee, cleaning $1.50: cleaning and 
mainespring $2.00; cleaning and balance 
staff $2.25; we pay postage. Precision 
Watch Repair Co., 817 Sixth Ave., 
Fi, ie 


FINE watch repairing for the trade: all 
work guaranteed for 1 year ’ to & 
days service: watchmaster tested: rea- 
sonable prices. A. H. Schierer, Watch- 
maker, 101 8. Marion S8t., Oak Park, 


, 


hi 


IMPORTERS. jewelers, attention lever 
and pin lever watches serviced 

your guarantee, from 50¢ to $1.59, trude 
only H. Simon & Son, Lake Ronkon 
koma, N. Y 


OVERHAULING of automatic, calendar, 
chronographs, inciuding regular 
watches watchmaster timed certified 
watchmakers Henmar Standard Com 
pany, Post Office Box 708, Church Street 
Station, New York 8%, New York 


ANTIQUE clocks restored: wheels 
pinions cut to order missing parts 
signed and replaced. Stanley Prokop and 
Associates, 552 Kaet Colfax Avenue, 
Denver 20. (“olorado 


RR een ene 
Special Order Work and 


Repairs for the Trade 
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ENCRUSTING, engraving, drilling: pre- 
clous, semi-precious stones furnished and 
cut: fraternal emblems encrusted ; seals 
engraved : special orders. Harry Braun- 
feld, 108 Fulton 8t., New York City 








ramnvemenmeees 


FOR rent, 
store, 1000 
Address “K.. 


completely fixtured jewelry 
iocation, Kokomo, Indiana 
1961," care of JC-K 


me i ee oe ner en ee ee ae 


FOR lease, jewelry estore location, fixtures 
installed and available; exceptional op- 
portunity, attractive deal. Write H. A 
and M. Glick, 825 Fourth Avenue, Hunt 
ington, Weat Virginia. Phone 26139 





Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
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ORDER BLANK FOR CLASSIFIED ADS 
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ON MAINTAINING A SENSE OF BALANCE 


* These are the days of the year when cats 
climb trees and either refuse or are afraid to 
come down. 

Bystanders find this entertaining, more so than 
the unwitting, kindhearted neighbor or the fire- 
men who climb ladders and get scratched while 
rescuing the treed creature. 

It seems that one man who has given this 
matter great study feels that he knows why cats 
tree themselves. All cats have sinus trouble, he 
says, which is why hot weather upsets their 
sense of balance. They intend to come out of 
the trees, but when they head down they get 
dizzy, scared and frozen at the height. 

Somewhat analogous to the situation in which 
many businessmen find themselves today. Be- 
cause of the slow but steady climb in operating 
costs during recent years, fixed expenses have 
gone up and up so that the break-even point for 
many concerns has risen to what would have 
been frightening heights only a few years ago. 
Fortunately, volume has increased along with 
expenses so that profits have continued healthy. 

Nonetheless, when even a temporary lull in 
business occurs, the height of the new break-even 
point on which management is perched, causes 
a dizziness in the head of the man responsible 
for profits. Particularly, if he tries to lower this 
level by reducing expenses; which is next to 
impossible. 

The only logical out is for management to 
recognize that expenses will continue to be high, 
but effect every sane economy to keep them as 
close as possible to their present level. 

For protection of his present profit and future 
growth, he must then concentrate on increasing 
his volume in order to provide a safe cushion 
between costs and income. This calls for careful 
and courageous decisions on the investment of 
promotional money in the furthering of ideas 
designed to increase the company’s share of the 
growing market provided by our expanding eco- 
nomy. 

It is these decisions, these actions which will 
produce the leading concerns of tomorrow. This 
is not the day for the penny-pincher or the 
timid. It is the time for those with courage and 
strength, who recognize that present conditions 
and the growing markets of tomorrow will pay 
them back handsomely for the time, thought, 
energy and money which they invest today. 
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KEEP ALL YOUR TOOLS SHARP 


° A friend of ours was moving his young and 
growing family to another town some distance 
away. In anticipation of needing competent med- 
ical help in the future, he asked his old uncle, 
a general practitioner of high reputation, which 
doctor he would recommend. The uncle suggested 
that he @et the names of the recognized leading 
doctors in the community and ask each how 
much time he put in with his medical journals. 
Any who said they were too busy to read should 
then and there be removed from the list. 

Would not a similar check among jewelry 
store operators be equally valid—and revealing— 
in determining the sincerity—and the future of 
any merchant? 

The jeweler’s trade paper is his principal— 
and sometimes only means—of continuing adult 
education in his chosen field of endeavor. 

Certainly, a minimum of two hours a month 
is not too much time for a businessman to devote 
to keeping up-to-date on the activities of the 
trade which provides his living. Certainly, this 
time is worthwhile when it can possibly produce 
ideas that will enable a merchant to more quickly 
and effectively cut through the tough problems 
encountered in the average day of retailing. 

Certainly, it is as important for the jeweler 
to devote a definite part of his day to keeping 
himself informed and intellectually keen, as it 
is for the lumberjack to take time out regularly 
to sharpen his axe. 


GOING AFTER SUMMER BUSINESS? 


* Are you planning on a summer slump? Or, 
are you preparing to get your share of the sum- 
mer volume? 

Government figures show that per-family ex- 
penditures break down in these two seasons as 
follows: $948 in the spring—$978 in the summer. 

For jewelry and watches it is $7 in the spring 
and $8 in the summer. 
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NEVER BEFORE 


A SALE 


EVENT 


LIKE TRIG! 








*-% You can sell 1847 Rogers Bros. sets at regular prices! 
(Nothing special for you to buy!) 


K-32 With traffic-building consumer offer! 

era 4 You make full profit on every sale! (Not a penny 
concession in profit! } 

3 Backed by big full-page advertising in Life’ (Right 


at your peak fall selling period.) 


REMEMBRANCE 


Your 1847 Rogers Bros. representative and Approved Whole 
sale Distributors have the details now! Be sure to contact 


them belore you place final orders for fall! 





1847 ROGERS BROS. 


America’s Finest Silverplate 
Made Only By The international Sliver Company 





























THE SWEETEST MUSIC AT THE SHOW 
--- PLAYED BY THE ONEIDA QUARTET! 


what is it? The 1956 SILVERAMA, of course! 

when & where? July 29-Aug. 2 at the Conrad Hilton in Chicago: 
Aug. 26-30 at the Waldorf-Astoria in New York. 

on the program? See the variety of flatware and hollowware, 
sterling, silverplate, and stainless; new packaging, new design. Hear 
about new sales offers, sales promotions, bonus services, advertising 1881 Or ROGERS (:} ° SILVERPLATE 


plums—all with an eye for opening up more business for you! 


see you at the show! ONEIDACRAFT* DE LUXE STAINLESS 


COMMUNITY” 
HEIRLOOM* STERLING 





ONEIDA LTD. SILVERSMITHS 


Created in the Design Studios of Oneida Ltd. Silversmiths 


"TRADEMARKS OF ONEIOA LTO ONEIDA. N.Y 





